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LETTERING 216 EAST 45TH STREET 
NEW YORK 

A CREATIVE-CUSTOM SERVICE...UNIQUE IN ITS FIELD SINCE 1936 

- quality & economy. 

precision oper- 

ation by which 

we can curve 

your type, or 

* any one of 

U2 our styles, 
to conform 

to the true 

curvature 

of a circle. 

© Notice how 
all individual 
letters flare, 

giving it that 

custom touch. 

Compare it for 

DUPLICATION 

ASSEMBLY 

TRANSPARENCY RETOUCHING 

COLOR CORRECTION 

Tulio G. Martin Studio 

58 West 57th St. 
New York 19, N. Y. 

Telephone: Clrcle 5-6989-90 

ART DIRECTOR 
PHOTOGRAPHER 

ALFRED ANTHONY 

TON! FICALORA 

ST. GEORGES & KEYES INC. 

REVERE WARE 

AGENCY 

ADVERTISER 

TON! FICALORA 
12 EAST 42ND ST.,N. Y. 17, N. Y.. MURRAY HILL 7-0356 

: 

| Circo-Flare, a new 

| 
| 

| 

2 

insert This 
Showing in 

R LE Reference 

CHOOSE 

| Revere 
THE “WORLD'S FINEST” 

¢ 



New York City: Artists Supply. Beeko 
Irving Berlin Art Materials, Arthur 
Brown & Bro.. Cloder Corp., Concord 
Artists Materials, Crane-Galio Art 
Supply, Sam Fiax Artists Materials. 
A. |. Friedman. —. H. & A. C. Fried 
richs, Grand Central Art Supply 
Hamilton-Owight. Lewis Artists Mate- 
rials. Richtone Art Materials, Erwin 
M. Riebe. Sanlu Art Supply, A. 
Seltzer Artists Materials, Jos. Torch 
Artist Materials, United Artists 
Materials. Brooklyn: institute Artists 
Materials, S. Steinhauer & Sons. 
Long Island City: H. T. Herbert. 

Akron: Metzger Photo Supply. Albany: 
W. L. Coughtry. Atlanta: Binder's. 
ivan Allen. Austin: Miller Biue Print. 
Baltimore: Car! E. Nyborg. Birm 
ham: Spivy-Johnson. Boston: H. R. 
Giger, B. L. Makepeace, George 
Smith Artists Materials: Buffalo: 
Buffalo Graphic Arts Supply. Char- 
lotte: Charlotte Textile Engravers. 
Chicago: Brudno Art Supply, Flax Co.. 
Gordon Co., Nearnorth Guild, Shel- 
don's. Cincinnati: G. C. Dom Supply. 
Pounsford Stationery. Cleveland: The 
Dodd Co., Ohio Art Materials. Colum- 
bus: Hillis Co. Dallas: M. H. West. 
Oayton: Bert L. Daily. Denver: H. R. 
Meininger. Des Moines: Des Moines 
Stationery. Detroit: Lewis Artist Sup- 
ply. Screen Process Supply. Erie: 
Commercial Artists Supply. Fort 
Wayne: ABA Supply. Fort Worth: Lon 
Hellums. Grand Rapids: Douma & 
Son. Guttenberg (N. J.): William Ash. 
Hartford: Central Stationery. Holly- 
wood: Michael's Artist Supply. 
Houston: Southern Blue Print. Indi- 
anapolis: Bates Brothers. Kansas 
City (Mo.): Rex Clawson. Lincoln: 
Pat Ash. Los Angeles: California Art- 
ists Materials, H. G. Daniels, M. 
Fiax, Franklyn Artists Materials. 
Louisville: Electric Blue Print & Sup- 

ly. Memphis: Memphis Biue Print & 
upply. Miami: Associated Artists. 

Milwaukee: Artist & Display Supply. 
Minneapolis: Art Offset Service. 
Nashville: Nashville Stationery. 
Newark: Drafting Materials, Troy Art 
Supply. New Haven: Art Shop. New 
Orleans: Dixie Art Supplies. Oklahoma 
City: A & E Equipment Co., Triangle 
Blue Print & Supply. Omaha: Stand- 
ard Blue Print. Paterson: A. B. C. 
Equipment Sales. Peoria: Palette 'N 
Putter Shop. Philadelphia: Central 
Art Supply, Mercury Stat., Phila- 
deiphia Art Supply, Jos. E. Podgor, 
Henry Taws, Zinni Artists Materials. 
Pittsburgh: A. & B. Smith. Pleasant- 
ville (N. J.): Harry Volk Art Studios. 
Portiand (Ore.): ). K. Gill. Providence: 
Block Artists Materials. St. Louis: 
Al J. Bader. St. Petersburg: Pinelia’s 
Printing & Stationery. Salt Lake City: 
Sait Lake Blue Print & Supply. San 
Diego: San Diego Blue Print & Supply. 
San Francisco: Fiax's. Seattle: Low- 
man & Hanford. South Bend: Schil- 
ling's. Spokane: Shaw & Borden. 
Springfield (Mo.): Allied Paint & Wall- 
paper Co. Syracuse: Syracuse Blue 
Print. Toledo: Newell 8. Newton. 
Topeka: Capitol City Blue Print. 
Tulsa: Triangle Blue Print & Supply, 
Lew Wenzel. Utica: Juergensen Art- 
ists Supply. Washington, D. C.: Fed- 
eral Supply. Wichita: Holliday’s. 
Canada: Montreal and Toronto: Mac- 
fariane-Payne & Co. Ltd. Vancouver, 

. C.: Maxwell Artists Materials. 
Winnipeg, Man.: J. G. Fraser Ltd. 

BOURGES KLEERKOTE 
THE CLEAR PLASTIC SHEET YOU CAN PAINT ON 

e Takes water colors, poster paints, 

even inks. 

Will not crawl... no special ingre- 

dient for you to add. 

© Color lays flat and smooth, will not 

crack, chip or peel. 

e Holds pen lines sharp and clear, 

does not bleed. 

e Ideal for airbrush work. Even lets 

you frisket over it, won't pick up 

the color. 

KLEERKOTE © 20x25” © $1.25 ea. 

TAKES PAINT LIKE PAPER 
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AVAILABLE NOW AT YOUR FAVORITE ART SUPPLY STORE 
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art director 

OPFICTAL NWATIONALR 

Firsts, 34ths, and sixths 

Four NSAD clubs held their first annual exhibitions this 

season. Rochester’s show is on now. The Minneapolis-St. Paul 

show is reviewed in this issue of ADSN. Boston and Kansas 

City held their firsts in 1954. 

These new shows are signs of professional growth around 

the country. And signs that art directors and artists are 

increasingly aware of their important role in the sales and 

advertising picture and are increasingly conscious of the 

importance of showing their clients the kind of work their 

area can create and produce. 

Grand-daddy of them all is New York’s, which is now a 

national exhibition with international overtones. New York's 

34th opens June 3rd and will pack the Grand Ballroom 

of the Waldorf-Astoria for its luncheon, jam a major local 

gallery for weeks. The whole advertising world will watch 

this show and from it credit will reflect upon the entire 

profession. In their areas, each of the local shows, the older 

ones and the new ones, help reward the professions best 

work and call it to the attention of their market. 

Just as each club is proud of its show, so is this magazine 
proud to be the official publication for all the clubs, for 

the NSAD. This issue marks our sixth birthday, starts our 

seventh year of reporting the news and views of the pro- 

fession. Last year we published 900 pages. The magazine, 

like the NSAD, has grown in size and in quality. 

And like the NSAD, we are proud of our growth but not 

satisfied. Our present growth and acceptance by readers 

and advertisers alike is a challenge to us to serve the pro- 

fession with more and better material in the years ahead. 

To do so, a specific program has been developed and is 

sradually being made effective. 

Ar! Director & Studio News, published monthly by Art Director & Studio News, 43 E. 49 St., 
Now York 17, N. Y. Plaza 9-7722. Subscription price $3.00 per year; $5.00 for two years; 

$3 50 a year for Canada and $5.00 for other countries. Back issues 45¢ per copy. Publisher 

@s umes no responsibility for manuscripts or artwork submitted. Copyright 1955. Entered as 
second-class matter at the post office at New York, N. Y. 
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Minneapolis AD Show 
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Starch Survey: Arty vs. Realistic Props 

Don Almquist 
Jerry Bogorad 
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ASSOCIATE EDITORS: Atlanta, Harold Torgeson; Baltimore, DeWitt 
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Edgar Steinav; Cleveland, Parker J. Heck; Detroit, Doug Macintosh; 
Kansas City, Joe D. Crandall; Los Angeles, Thor Hauge; Milwaukee, 
Ray Dennis; Minneapolis, Robert B. Connolly; Montreal, Albert 
Cloutier; Nashville, Jomes Patterson; New York, Walter Van Bellen; 

Philadelphia, W. Frederic Clark; Rochester, Ric Rylands; San 

Francisco, Frederick J. Herschleb; Seattle, James E. Peck; Toronto, 
Eric Heathcote; Washington, D. C., Davie! B. Hasson 

NSAD OFFICERS: Wallace W. Elton, New York, President; Arthur 
Lougee, Detroit, Vice President; William Miller, Chicago, Vice President; 
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115 East 40th Street, New York 16, N. Y. 
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derigned im France and made by 

TYPEFOUNDRY AMSTERDAM 

to you 
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Fourth Avenue. New Y 
stributors in principal ¢c 

MAXWELL LIVSHIN, CPA 

1954 Tax Law Changes 

Medical deductions: Medical costs in ex- 
cess of 3% of adjusted gross income can 
now be deducted. Last year the limit was 
5%- The maximum allowance has been 
doubled. Only such expenditures for 
medicine and drugs as are in excess of 
1% of adjusted gross income can be 
counted in the medical costs computa- 
tion. Toothpaste, deodorants, lotions do 
not qualify. 

Essential transportation expenses for 
medical care will now be allowed as a 
deduction. However expenditures for 
meals and lodging while being treated 
are not includable. 

Where a taxpayer dies, medical expenses 
incurred during the last illness are now 
allowed in his final return if paid within 
one year after his death. 

Special clothes: A musician was recently 
allowed to deduct the cost and mainte- 
nance of dress clothes used exclusively in 
his profession. Certain entertainment ex- 
penses closely related to his work were 
also allowed. 

Tax Penalties: For underestimating your 
income tax, penalties are lower this year. 
Last year additional charges up to 15% 
were possible. The present law provides 
for a single penalty of 6% on the-differ- 
ence between 70% of the actual tax due 
and the tax paid. 

Withholding failure: For failure to de- 
posit withholding and other taxes, a pen- 
alty is now provided. There were no pen- 
alty provisions last year. The penalty 
will be 1% of the amount of underpay- 
ment of the deposit of each month but 
not more than 6% totally. 

Estimated Tax Return Deadline: Now 
April 15 instead of March 15. Deadline 
for final income tax return is also now 
April 15 for those on a calendar year 
basis. Payment of the first installment on 
current year’s tax was also moved to 
April 15. 

tax talk 
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Spusiness briefs 
w 

he art and photo fields began tapering 
off around February 1 and continued 
softening for some three weeks. Around 
Washington's birthday activity started 
picking up. 
An analysis of the national art business 

survey published in this magazine’s Feb- 
ruary 1955 issue underlined two develop- 
ments now taking place in the field. 
These have important ramifications. 

One is the consistent growth of the smaller art 

centers as sources of supply for more than 
just run-of-the-mill work. From Miami 
straight across the nation to Seattle, art 
centers are holding and attracting talent, 
resulting in a faster proportionate in- 
crease of billings of the juicier accounts. 
One of the most favorable aspects of 

this is the obvious establishment of a solid 
art industry whereby a more balanced 
distribution of work tends to upgrade 
prices and salaries by bringing costs 
closer to a national basis and narrowing 
city by city differences. 

tmpestant develapment ts the 
creasing flow of accounts to the bigger 
studios wherever they may be located. 
For years the industry’s grapevine has 
predicted flop after flop for the studios 
moving beyond minimal overhead, and 
for years the grapevine has been as wrong 
as it is possible to be. A very recent aspect 
of the big studio growth is their opening 
of branch shops outside the “mother” 
city. This development has been a long 
time in the making, but it is now begin- 

ning to pop out, and in the most unex- 
pected directions. 

‘aken together, the two growth patterns reflec? 

profitable, solidly entrenched industry 
leveloping in step with managements 
ncreasing reliance on art direction, art 
nd photography to sell goods. 
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CHICAGO 11 
22 East Illinois Street 

LOS ANGELES 15 

928 South Figueroa Street 

WASHINGTON 1, D.C. 
509 F Street, N.W. 

Original 

Grotesque THIS is type! 
Typesetting in perfect color...at practical prices 

Type and Art i375 Euciia Avenue, Cleveland 15, Ohio 
TYPESETTING SERVICE using genuine foundry ~cast metal type faces 

DYE TRANSFER ==; 

Color Prints 
PROFESSIONAL QUALITY AT SENSIBLE PRICES 

From Merchandise * Transparencies 

Art Work 

SMALL & LARGE QUANTITIES 

MADE IN OUR OWN LABORATORIES 
Complete Color, Black & White Services 

CORONA COLOR STUDIOS 
Alfred Losch, Photographer 

37 West 47th St., N. Y. C. 37, PL 7-1661 
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weve delivered 

for over 27 years we've delivered the fine quality 

and conscientious service busy art directors require 

headquarters for automobile art for over 27 years 

LaADRIERE STUDIOS, INC., 
1700 CADILLAC TOWER, DETROIT 26, MICHIGAN 
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Packaging survival of the fittest 
FOR THAT SPECIAL ASSIGNMENT 

“Packages that are able to signal and 
win consumer recognition are the ones 
that will survive. The meteoric rise of 
self-service shopping has caused some 
150,000 brand name products to be ac- 
tively promoted today, yet an average 
woman’s vocabulary is limited to only 
9,000 words. This makes it difficult for 

her to identify one package brand name 
from another. The battle for product sur- 
vival will result in a reduction in the 
number of brand name products now on 
sale ... fewer but more dominant names 
and packages will remain.” 

Walter Margulies, Industrial De- 

signer, addressing a Marketing 

for Management Seminar, Toronto 

Chapter of the American Marketing 

Association. 

The following quotations are all from 
the 33rd annual published by the Art DESIGNERS 3 ART FOR ADVERTISING 

Directors Club of New York: 
115 WEST 45TH STREET * NEW YORK 36, N.Y. * JUDSON 2-5083 

the greatest artist 

“He is the greatest artist who has embod- 
ied in the sum of his works the greatest 
number of the greatest ideas.” 

John Ruskin 

modernness 

“Perpetual modernness is the measure 
of merit in every work of art.” 

Ralph Waldo Emerson 

perpetuity 

“Techniques vary, art stays the same: it 
is a transposition of nature at once force- 
ful and sensitive.” 

Monet 

Intellectual laziness 

“I often wonder whether some advertis- 

ing people aren’t intellectually lazy. I 
suspect that some of them are guilty of 
lazy thinking, of lazy analysis of their 
problems, of lazy use of data which are 
available to them, and of indifference 

toward sound research and good solid 
facts ” FOR BRILLIANT INTENSE TONES 

Edgar Kobak, president of Adver- | irving berl in 
tising Research Foundation, ad- exclusively. formulated for 

dressing the Des Moines Advertis- | ARTISTS’ & DRAWING MATERIALS 
ing Club ors write OF airbrush. Mew. 19, NY. 

8. ARONSTEIN & CO. 
40-28 149th ST., FLUSHING, Y. 6-360 
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104 EAST 40th STREET - NEW YORK 16, N.Y. 

Rich colors and a wide range of paper 
and printing surfaces give screen process 
printing distinctive appeal to art direc- 
tors, advertisers and the public. To get 
the most out of the process one must use 
good art and design, properly prepared. 

Copy preparation know-how among 
artists is spotty. Some have used it to 
full advantage for many years, but to 
many, working with silk screen is a new 
experience. Some have the mistaken idea 
that no finished art is required for silk 
screen, while others say, “you can repro- 
duce any kind of copy by silk screen... 
halftone, process color...if you use a 
photographically made stencil.” To cor- 
rect these notions, to help artists and art 
directors understand the potentialities 
and limitations of the process and to 
help them prepare art for it is the pur- 
pose of this article. 

Technical Principle 

Screen printing is accomplished by push- 
ing thick paint across tautly stretched silk 
which is partly blocked out by a stencil. 
Silk and stencil are on a hinged frame. 
Paper or material being printed is placed 
in guides on a flat surface under the 
hinged frame. Paint is strained through 
the silk onto the paper by a squeegee 
which moves the paint over the silk 
screen. The resulting substantial deposit 
of paint is the main characteristic of 
silk screen prints—this is where the color 
intensity comes from and that is, con- 
versely, why the stencil must have enough 
body to be a real barrier to the paint. 
It must not be too fine, especially in re- 
verse printing, or the paint will flow un- 
der and obliterate the ultra-fine lines. 

Three ways of preparing screens 

Three methods used are painting di- 
rectly on the silk, adhering knife-cut 
lacquer stencils and attaching photogra- 
phically made stencils to the silk mesh. 
The first kind has developed into 

Serigraphy. You may know of the Tusche 
method or of painting with maskoid, but 
this branch of stencil painting concerns 
almost exclusively the creative printmak- 
ers among the artists. You do not “pre- 
pare” art for it, you create “by” it. 
The knife-cut stencil is by far the most 

how to prepare art 

for silk screen printing 

BY EDITH PILPEL-STRAUSS, OF PIED PIPER PRESS - 

frequently used in commercial screen 
reproduction, so much so that a plate- 
maker of this trade is called a film cut- 
ter. Lacquer stencils allow sharp, crisp 
edges regardless of the silk threads and 
holes they are bridging. The film has 
three layers: lacquer, rubber cement and 
a backing sheet. The film cutter usually 
places the film over the same-size art 
and traces outlines with a knife, cutting 
through only the top layer of the film. 
Film cutting requires producing one sten- 
cil for each color, adding bleeds and un- 
derlays according to color rotation and 
finally “stripping” the openings that will 
print. The completed stencil is sealed 
to the screen with lacquer thinner, and 
after one minute’‘s wait the backing sheet 
is removed. 
The photographic stencil adds to the 

range of silk screen printing the use of 
very small copy and of some halftones 
(up to 85 line screens). These stencils 
are made by exposing to light a sheet of 
photosensitive material and a positive 
transparency in a pneumatic frame. Art 
should be prepared somewhat larger than 
same size, black-and-white, using per- 
fect repro proofs and finished drawings. 
Each color overlay should carry register 
crosses in the identical places. You get 
back exactly what you have prepared, 
and you separate the colors yourself. Plan 
their sequence in order to add underlays 
to all but the last color. For silk screen, 
plan to print the large area first, “drop- 
ping on” layer after layer and topping 
them off with the color that carries the 
type and other fine detail. If in doubt, 
talk over the rotation with the artist in 
charge of your screen printer’s dark- 
room. Don’t forget to furnish generous, 
consistent color swatches. Paint them in 
opaque poster color or tempera, or choose 
them out of the silk screen color aid 
book. Clippings of letterpress ink prints 
cannot be reproduced in screen paint, 
and misunderstandings stem from quick 
watercolor swatches with diluted streaks 
in them. 
When speaking about art for silk 

screen without specifying the method, 
the knife-cut stencil technique is meant. 
Here is how to paint for it without pre- 
separating colors. 

Screen painting is much akin to hand- 

(continued on page 12) 
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Portrait of the ,(~ 

Just thumb through the pages 

of any magazine. You'll find that 

photography’s place in advertising 

is a most impressive one. And 

rightly so for this medium is quick, 

clear, precise and predictable. 

And in meeting the infinite 

requirements of industry, the 

photo has grown more 

complex, infinitely more 

specialized. What with photos 

that are stroboscopic, microscopic 

and stereoscopic, (to mention but 

a few) the average AD finds it 

pretty tough keeping abreast of 

things. In addition to which he is 

expected to know all about 

flexichromes, carbros, dye transfers 

and what have you. Quite an 

assignment for a busy executive. 

Maybe that explains why more 

and more, wide-awake AD’s are 

turning to Director’s Art for their 

photographic needs . .. why so 

many of D’A’s calls are concerned 

with photography. For Director’s 

Art has the only complete file of 

artists and photographers — all 

5000 of them. Their sample 

proofs in every style, technique 

and price range are available 

- to you...immediately and still 

at no charge. Just call... 

DIRECTOR’S ART 
7 West 44th St.,N.Y. 36 - MU 7-3157 

Artist 
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“Be sure t choose 

Lang 
youte really Wee 

transfer 
quality Color 

for 

REPRODUCTION 

COMPREHENSIVES 

SALES PORTFOLIOS 

DISPLAY, ETC. 

Precise scaling, strip- 
ping, plus color correc- 

tion to meet the most 
critical requirements. 

Duplicate color prints at great savings 
in time and cost. K&L personnel, 

equipment and technique geared to 
cope with the most complex problems. 

Call or write for FREE 
16 pg. handbook contain- 

ie ing useful color informa- 
tion, prices and data on 

additional K L color 

services: 

e EKTACHROME PROCESSING 

e@ DUPLICATE TRANSPARENCIES 

@ FLEXICHROME, MATRICES 

e SEPARATION NEGATIVES 

The Complete Color Service 

Kurshan élang 
L. ZOREF,, associate 

10 E. 46 St.,N. Y. 17, MU 7-2595 

FREE! 
go" 
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slik screen 

(continued from page 10) 

painting. A few simple rules, opaque 
paints and the right tools are enough to 
put the artist on safe ground, to leave 
his mind free to concentrate on creating. 
So here is a recipe for the artist who is 
not yet familiar with painting originals 
for silk screen: 

(1) Fasten the sketch over your draw- 
ing board where you can always glance 
up at it. 

(2) Get out a sheet of slightly grained 
illustration board large enough for full 
size art, some bleed and a blank margin. 
When a poster is entirely too large, a 
smaller original of the same proportions 
can be used as a color guide and a pan- 
chromatic photostat blown up to repro- 
duction size will have to serve for the 
actual outline cutting. 

(3) Determine your palette. Choose 
the colors you will use, even in the rare 
case when you are not limited as to 
number. If you have to save colors, it is 

feasible to use one transparent one in 
every five. For instance, a clear trans- 
parent gray can give a differently tinted 
shade over every preceding color. 

(4) Pre-mix all your colors in sufficient 
amounts, using opaque poster colors or 
tempera. 

(5) If you are using one transparency, 
plan to run it last and pre-mix it in oil 
paint. This will allow you to paint over 
watercolor areas without dissolving them 
and will truly show you the resulting 
shades. 

(6) When you have finished mixing, 
paint large swatches on the margin of 
the board. This will avoid trouble later. 

(7) Put away your airbrush, pens and 
your finest watercolor brushes. 

(8) Now you are free to draw and 
paint. You can use bold color areas, free 
brush strokes. Use dry-brush sparingly. 
To achieve it the filmcutter paints right 
onto the silk—exactly the way you paint 
your own art, only in reverse. He cannot 
give you dot for dot reproduction, as 
with a camera, and his dots cannot be 
finer than the silk mesh. What he does 
give you is the direction and vehemence 
—the gesture, so to speak—of your dry 
brush. 

(9) Do not dilute nor blend colors 
while you paint. 

(10) If you use copy on a separate 
overlay, be sure to check exactly where 
it will fall on your art and paste it in 
position carefully. 

(11) Visualize which color would show 
best on the colors under the copy and 
mark it clearly. 

(continued on page 14) 
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DRAWING 

Turquoise transteg s fo paper 
TUF’ ‘UOISE 

ms 

more qumkly, clearly, accurately 

thanks fo 1d “"ELECTRONIC” GRAPHITE 
w 
O 

Ww “Electronic” is Eagle’s trade name for a blend of crystal- 
line graphites of highest purity, reduced to particles 
of micronic fineness in our patented Attrition Mill. 
100% “Electronic” graphite in every Turquoise lead 
gives you super-service in four important ways: 

CVS 

Super-Smoothness! Turquoise leads are sn.oother, 
faster. No harsh impurities slow your line or scratch 
the paper, 

Super-Strength! Turquoise points don’t crumble. The 
microscopic graphite particles combine with the clay 
binder to form the strongest, longest-wearing lead 
structure ever made, 

FREE } Super-Blackness! Because millions more of super-fine 
Just drop us graphite particles are compacted in every inch of its 
a note, naming lead, Turquoise deposits denser, blacker, more even 
the degrees you desire lines that reproduce to perfection. 
and the dealer 
who supplies you. Super-Grading! 17 individual, exactly controlled for- 
serge co. mulas of “Electronic” graphite and clay make 17 evenly 
Sate wane spaced degrees that are uniform from end to end, from 

lead to lead, from year to year. 

*“CHEMI-SEALED” (Super-Bonded) 

DRAWING PENCILS AND LEADS 
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The most beautiful 

Stock Color Photos 
you've ever seen! 

Paintings 

(Religious and 

Non-Religious) 

Camera 

Clix 
19 WEST 44th STREET, NEW YORK, N. Y. 

14 

silk screen 

(continued from page 12) 

Your screen printer will do the rest. 
One special technique of stencilmak- 

ing, that might be called a cross between 
Serigraphy and photoscreen, can be used 
by artists who have much experience in 
working with printers. 

If you have done lithoplates or crayon 
transparencies, you will not find it diffi- 
cult to draw with lithocrayon on a vinyl 
plastic sheet that has a grain to it. This 
drawing will act as its own transparency. 

Solid areas can be painted in with opaque 
paint. For technical reasons, not more 
than one such plate should be used on 
any one job. In a modern poster, this 
plate might be the main one-color draw- 
ing with additional color areas illuminat- 
ing it as backgrounds or complementary 
shapes. In a realistic poster, this color 
might carry outlines or shading. It must 
be pointed out that the completed job 
should be checked on a light table. But 
you can be sure of good opacity if you 
put down all your lines with sufficient 
determination and pressure. If you hesi- 
tate during a line or touch it up, you 
had better start all over again. A suc- 
cessful plate of this kind does wonders 
for a multicolor poster. 

Cover Designer 

Anthony Guyther is now in his 4th year 
as a free-lance photographer. He's doing 
advertising photography, still-life, edito- 
rial, and beauty photos, particularly en- 
joys doing surrealist and photo collages. 
He has also done layouts for Look, Pag- 
eant, and House & Garden magazines. 
Others for whom he has worked included 
Esquire, R. H. Macy, Bonwit Teller, 
R.C.A., Decca Records, Pond’s cosmetics, 
Brentano Books, Delman Shoes. 
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HARRY C. DECKER, INC. 

CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 

AND SEPARATION 
NEGATIVES 

MU 5-4295 
404 Fourth Ave. - Room 1507 
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PACA 
206 EAST 65TH ST., NEW YORK 21,N. Y., TE 8-3300 
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a precision sharpener 

Adjustable for medium, fine or extra fine points. Sharpens 

effortlessly and in seconds, a large variety of pencils including 

many of the new crayon and pastel pencils. We are sure you'll be 

pleased with the convenience and efficiency this electric 

pencil sharpener affords —$27.50 

Flax Artist’s Materials 

176 North Wabash, Chicago 1 

10846 Lindbrook Dr., Los Angeles 24 

40 East 28th Street, New York 16 

255 Kearny St., San Francisco 8 

Chicago: 

Los Angeles: 

New York: 

Thirty years of extensive experi- 
ence, PLUS a fresh, individual 

approach to your art problems. 

CHARLES Ww: NORTH) 

381 FOURTH AVENUE-NEW YORK 16 

MuUrray Hill 6-5740 

AND AMATEURS 
ALIKE... 

Famous 

for bigh quality 
since 1868 illustration boards 

drawing bristols 

mounting boards 

show card boards 

mat boards 

At all art suppliers 
in most popular sizes, 

CHARLES T. BAINBRIDGE'S SONS 
12-26 Cumberland Street * Brooklyn 5, N. Y. 
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Control your 
own reproduction 

with 

KEMART 

\ 

KEMART allows you, the art director or 

artist, to maintain complete control 

over the reproduction of your own wash 

drawings. All tone values are maintained in 

true relation, including subtle values, 

true blacks, and pure white highlights. 

Your technique is faithfully reproduced — 
reproduced from oe entirely by photographic means. Imagine... 
“Saas att your original wash techniques with all the solids, 

opaquing — no ot highlights and tonal values. Frankly, it’s easy 
ae os to make a KEMART Wash Drawing and 

get these fine results... 

CLIENT: Son Francisco 1, Use KEMART Artist Materials 
2. Send your work to a KEMART- Examiner 

ARTIST: Katheryn H . licensed platemaker 

...and suppose you've made your rendering 

in Crayon —is the KEMART Process practical? 

Yes! Your artwork created with crayon or 

pencil retains all of its original appeal only 

when reproduced by the KEMART Process. 
Write to KEMART 

for Complete 
Artist Instructions 

KEMART Artist Materials are available through 
leading Artist and Graphic Arts Supply Dealers. 

If you want it reproduced as created —You Want KEMART 

KEMART CORPORATION 
340 FRONT STREET * SAN FRANCISCO 11, CALIFORNIA 

who FINISHES your WASH DRAWINGS? ig 
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al fatica 

john hammer 

charles hawes 

len oehmen 

arne peterson 

represen tin g carlos richmond 

al scully 

ned seidler 

bert zadig 
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a new service for photographers 

115 East 34 Street 

New York 16 

PR. ORegon 9-4626 
rop 

Stanley Levine 
Rhoda Roth 

what’s new 

c TYPE BOOK. Bullard’s Al- 
phabets is a 536 page type book showing 
over 2200 different fonts, body and dis- 
play, faces. Complete alphabets and 
specimens are shown from 4-point to 
144 point, with a full characters-per-pica_ - 
count. Types shown are Linotype, 
Monotype, Ludlow and foundry. 50 of 
the latest photo-lettering styles are also 
shown. There is a section containing 
copy preparation hints, copyfitting in- 
structions and proofreaders marks. Pages 
are printed on coated stock and are 
bound into a loose-leaf binder. Price is 
$35. Howard O. Bullard, 150 Varick 
Street, NYC 13. 

SCREENED PRINTS. Booklet issued by Mask- 
O-Neg illustrates and explains the use 
of screened prints for reproduction— 
square halftones, silhouette halftones, 
combinations, dropouts and surprints. 
The copy can be reproduced as line 
copy by the engraver or lithographer 
without the need for halftone negatives. 
Also, the copy may be seen as it will 
appear in print, prior to the making of 
the plate. For additional information 
and a copy of the booklet, Mask-O-Neg 
is at 157 Spring Street, New York. 

PHOTO MORGUE. 1,000 photos of general 
subjects on 192 separate sheets are offer- 
ed by Eye-Catchers Inc., 207 E. 37 St., 
NYC 16. Sheets are categorized for filing 
and photos are printed on one side of 
the sheet. Halftone dots are already in 
the photos. Morgue sells for $3.00. Each 
month 16 additional pages may be 
added, with a yearly subscription of 12 
issues for $3.00. 

PHOTOCOMPOSES BY DIALING. Coxhead’s 
new Liner photocomposes display type 
by dialing the letters. There is auto- 
matic time exposure for each letter, 
spacing is automatic and lines can be 
justified. Type sizes range from 14 point 
to 72 point. For further information: 
Ralph C. Coxhead Corp., 720 Freling- 
huysen Avenue, Newark 5, N. J. 

PLASTIC OVERLAY TAKES PAINT. Kleerkote, 
a new transparent plastic overlay de- 
veloped by Bourges Color Corp., holds 
poster paints, water colors and inks with- 
out chipping, peeling or cracking. It can 

also be airbrushed. Colors can be re- 
moved with water without affecting the 
special coating. Price is $1.25 for a 20” x 
25” sheet. Samples are available from 
Bourges at 80 Fifth Avenue, New York 
as, Pe. ¥. 

(continued on page 73) 
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additions to our portfolio 

“STUDIOS. INC 

JACK WEAVER illustrator and 

author of children’s books, is widely 

recognized for his decorative 

illustrations and caricatures which 

have won him many awards. 

SANTO SORRENTINO formerly 

with Associated Freelance Artists in 

New York is nationally known 

for his line renderings and food 

illustrations. 

LARRY HARRIS formerly 

associated with Chas. E. Cooper 

Studios has been doing editorial art 

and advertising illustrations 

for most every national magazine. 
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MUNROE MILAVETZ, art director, 

designer, and layout man...an artist with 

an extraordinary range of abilities and 

a rare talent in each of his fields of work. ~ 

Extremely creative in his thinking, he 

conceives the work, designs it as a layout, 

and directs the rendering of the finished 

art. His work has sparkle, liveliness, 

a distinctive style all his own. One of 

America’s most versatile artists, 

“Mel” Milavetz is associated with 

KLING STUDIOS in CHICAGO~ 

another outstanding artist on our staff. 

YOUR 
New SALES STARS 

KLING STUDIOS INC. 
CHICAGO « HOLLYWOOD 

*CHICAGO - 601 N. FAIRBANKS CT. 
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Washington holds 6th Show 

Sixth Annual Commercial Art and Pho- 
tography Show is being sponsored 
jointly by the Advertising Club and the 
Art Directors Club of Metropolitan 
Washington, at the Woodner Hotel. 
The show will be open April 11-23. 
Presentation of awards will take place at 
the awards luncheon at the Hotel Statler, 
April 12. 

Baumgarten re-elected in NSAD 

Cecil Baumgarten has been elected to 
another two year term as secretary-treas- 
urer of the National Society of Art Di- 
rectors. He was elected by a special ses- 
sion of the executive board of the New 
York Art Directors Club, which names 
the person to fill this position in the na- 
tional organization. 

Mr. Baumgarten is art director at 
Lewin, Williams, Saylor Inc., New York. 

Huey has best poster 
in Philadelphia show 

Guy L. Huey received the art directors 
medal for the Best Poster of the Year 
at the goth Exhibition of Advertising 
and Editorial Art of the Philadelphia Art 
Directors Club. He also received three 
first awards for the best Point of Pur- 

art director 
/ 
/ 

chase Display, Best Indoor Poster and 
Best Outdoor Poster. 

Mr. Huey is advertising manager and 
creative director at The Massillon-Cleve- 
land-Akron Co., Massillon, Ohio. 

Joe Dahl did the finished art on the 
medal winning poster. 

Heads New York’s 34th Vincent Di- 
Giacomo is 

chairman of the exhibition committee of 
New York’s 34th Annual National Exhi- 
bition of Advertising and Editorial Art 
and Design. The exhibit will be held at 
the Associated American Artists Galleries 
from June 6 to June 24. 
Twenty-seven judges have been named: 

Robert Riggs, Morris L. Rosenblum, 
Suren Ermoyan, Constantin Joffe., John 
Averill, Robert Fawcett, Richard Beattie, 
Thomas Hollyman, Noel Sickles, Wal- 
lace F. Hainline, Clark Agnew, Allen F. 
Hurlburt, F. W. Boulton, Gene Deitch, 
Budd Hemmick, Joseph Low, Gene Fed- 
erico, Ladislav Sutnar, Leslie Gill, Ar- 
nold Newman, Lester Beall, Cipe Pineles, 
Gordon C. Aymar, Mark Shaw, Doris Lee, 

Rene Robert Bouche, and G. Don Shure. 
The awards luncheon will take place 

on June g in the Grand Ballroom of the 
New York Waldorf Astoria. 
A giant mailing piece announcing the 

show and listing the judges was designed 
by Jack Wolfgang Beck. George Giusti 
will design the exhibit. 
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Boston's exhibition chairmen Boston’s Art Directors Club has plans well under 
way for the 1955 Exhibition of Editorial and 

Advertising Art. General exhibition committee chairman is Thomas S. Baker. Other 

committee members are: (seated) Stephen O'Leary, Thomas Baker, George Campbell, 
Leo Waldman; (standing) William Cushman, Joseph L. Tully, Earle Bean, Robert 
Briggs, Joseph Fannell. 
The exhibits will be open to the public May 3-14 at the Boston Public Library. 

Awards for winning exhibits will be made at the annual Art Directors Awards 
Dinner May 3g at the Sheraton-Plaza Hotel. 

Detroit ADs donate paintings 
to local hospitals 

Over forty paintings were recently do- 

nated by the Detroit Art Directors Club 

to hospitals in the area. This is another 

of their annual hospital paintings pro- 

grams. 
All paintings were done by members. 

Prizes were awarded by the club for the 
paintings best liked by hospital adminis- 
trators. Claud Streb of Young & Rubicam 
won first place with a water color land- 
scape. John Droska took second place 
and Bill Connelly won the third prize. 
Notable also were water colors by Eldon 
Roth, Harley Melzian and Bruce Unwin. 

Graphic services group forms in D. C. 

Creative Graphic Services Association, 
which consists of art studios, publication 
services, photographic studios and writ- 
ing services, has been formed in Wash- 

ington, D. C. This organization, many 
of whose members are also art directors 

22 

club members, was formed to handle the 

controversial problems that have arisen 
at the Art Directors Club. It will work 

closely with the ADC. At present the 
group is studying the cost and accounting 
problems of the industry and plans are 
being made to study standards for per- 
formance, contracts and a code of ethics. 

Officers of CGSA are Reed Harris, Pub- 

lication Services Inc., president; Robert 

Ewin, Ewin-Todd Studios, vice-president; 
Shy Greenspan, Blair Associates, secre- 
tary; and Wade Beach, Commercial Art 
Studio, treasurer. 

chapter clips 

Atlanta: Wilbe Wilson spoke on The Art 
of Selling at a recent meeting.... Al 
Buell showed slides and talked about his 
work at an entertaining evening at the 
club.... Two new members have been 
welcomed to ADCA: Donald D. Kenyon, 
artist of Lithographic Service Co., and 
Margaret Wesley, artist. 

Baltimore: Bernard and Edith Paul demon- 
strated the making and operating of pup- 
pets for TV....Several new members: 
George P. Fondersmith Jr., artist, Jos. 
Katz Agency; Leonard Lubin, illustrator, 

Glenn L. Martin Co.; William A. Kocher, 
artist, Glenn L. Martin Co.; Samuel W. 
Ensor, artist, Baltimore News Post; and 

Warren E. Lawhon, artist, Glenn L. Mar- 

tin Co. 

Kansas City: At the second annual exhibi- 

tion awards dinner, design medal went 
to Dick Prezebel of R. J. Potts-Calkins 
and Holden for a Braniff poster. Art 
medal to Sandberg-Dunn Studios. Chris 
Stritzinger, advertising manager of But- 

ler Manufacturing Co. made the presen- 
tation of the medals and fifteen cer- 
tificates. 

New York: Salvador Dali spoke at a March 
meeting. ... Nick Muray’s color tranpar- 
encies of pre-colombian and Andean civ- 
ilization were presented by Samuel La- 
throp at the club. ... The club is getting 

ready to hold its annual golf tournament. 
The Place: One of the East’s most beau- 
tiful courses, Sleepy Hollow in New 
Jersey. The Time: May 6th, Friday, so 
that those who will be fortunate enough 
to participate in this tournament can 
have a long weekend (they may need 
it). This tournament is open not only to 
art directors but those in the affiliated 
fields as well—photographers, illustra- 
tors, engravers and printers. So get your 
clubs ready—and bring plenty of golf 
balls! 

Rochester: Eastman Kodak Co. invited 

ADC members to hear Howard Colton 

speak on Light Sources and Color Re- 
production. 

San Francisco: Screen Process printers of 
Northern California presented a program 
at ADC. Another past program was on 
TV commercials done on storyboards by 
Ted Parmalee. 

Washington: March meeting featured Leo 
Lionni, AD of Fortune and Print maga- 
zine, and Lawrence Audrain, editor of 

Print as speakers. It was a joint meeting 
of the ADC and the Washington chapter 
of AIGA. Advanced students from vari- 
ous schools were invited to attend. 

Linotype Majestic bows 

Newest typeface in the Linotype Legi- 
bility Group for newspapers is the first 
body type specifically designed for auto- 
matic composition from tape for the 
11l4-pica column. Majestic is cut in 8- 
point. It is now used by the Journal of 
Commerce in New York. 
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Different products, same Overall 
client, similar treatment problem 

was to 

design two separate and different cam- 
paigns for two products of the same 
company, Mars, Inc. 

In the Milky Way sphinx ad the idea 
of oral satisfaction and product identi- 
fication received chief emphasis; atten- 
tion was called to the low price. 

The problems in the Mars Bar ad 
were three-fold: strong product identi- 
fication, a suggestion of quality and ap- 
petite appeal. 

Both ads used a similar approach. 
Powerful package identification was pre- 
served in an amusing manner by the 
contrasting rendition of the product 
realistically and the simplicity and hu- 
mor of the line drawings. In the Mars 
Bar ad, a quality feel was given by stag- 

ing the product against a black back- 
ground, and by the “light-hearted ele- 
gance” of the illustration. 

Credits are as follows’ Milky Way— 
art director, Norman Houk; creative 

director, John Matthews; artists, Winni- 
fred Fitch who drew the Sphinx and 
John Howard who illustrated the candy 
bar. Mars Bar—art director, Eugene Kol- 

key; artists were the same. 

SUBSCRIPTION ORDER FORM 
Please enter my subscription to ART DIRECTOR & STUDIO NEWS 
payment enclosed [[] $3.00 for 1 year [—] $5.00 for 2 years 

NAME... 

FIRM.......... . BUSINESS 

CITY ZONE 

please send my copy to my home address: 

home address. a 
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liam Hart Adler, Inc., Chicago, has been 
upped to vice president. Mr. Meyers 
joined Adler in 1946 and has been art 
director since 1953. He is a member of 
the Art Directors Club of Chicago and 
the Artists Guild. 

AD Tragerman Morris Tragerman, art 

becomes VP director of the George 
N. Kahn’ Company, 

New York, has been appointed a vice- 
president. Mr. Tragerman has been art 
director of the agency for the past four 
years and has spent sixteen years in the 
advertising field. 

| 

Dd. — 

S/S . Soa CAS) ARS : 

BAR «* | | 
\ CHOCOLATE NUT SUNDAE 

| 

| 

23 



Boston’s exhibition chairmen Boston's Art Directors Club has plans well under 
way for the 1955 Exhibition of Editorial and 

Advertising Art. General exhibition committee chairman is Thomas S. Baker. Other 
committee members are: (seated) Stephen O'Leary, Thomas Baker, George Campbell, 

Leo Waldman; (standing) William Cushman, Joseph L. Tully, Earle Bean, Robert 
Briggs, Joseph Fannell. 
The exhibits will be open to the public May 3-14 at the Boston Public Library. 

Awards for winning exhibits will be made at the annual Art Directors Awards 
Dinner May 3g at the Sheraton-Plaza Hotel. 

Detroit ADs donate paintings 
to local hospitals 

Over forty paintings were recently do- 

nated by the Detroit Art Directors Club 
to hospitals in the area. This is another 
of their annual hospital paintings pro- 
grams. 

All paintings were done by members. 
Prizes were awarded by the club for the 
paintings best liked by hospital adminis- 
trators. Claud Streb of Young & Rubicam 
won first place with a water color land- 
scape. John Droska took second place 
and Bill Connelly won the third prize. 
Notable also were water colors by Eldon 
Roth, Harley Melzian and Bruce Unwin. 

Graphic services group forms in D. C. 

Creative Graphic Services Association, 
which consists of art studios, publication 
services, photographic studios and writ- 
ing services, has been formed in Wash- 
ington, D. C. This organization, many 
of whose members are also art directors 
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club members, was formed to handle the 
controversial problems that have arisen 
at the Art Directors Club. It will work 
closely with the ADC. At present the 
group is studying the cost and accounting 
problems of the industry and plans are 
being made to study standards for per- 
formance, contracts and a code of ethics. 

Officers of CGSA are Reed Harris, Pub- 

lication Services Inc., president; Robert 
Ewin, Ewin-Todd Studios, vice-president; 
Shy Greenspan, Blair Associates, secre- 
tary; and Wade Beach, Commercial Art 
Studio, treasurer. 

chapter clips 

Atlanta: Wilbe Wilson spoke on The Art 
of Selling at a recent meeting.... Al 
Buell showed slides and talked about his 
work at an entertaining evening at the 
club.... Two new members have been 
welcomed to ADCA: Donald D. Kenyon, 
artist of Lithographic Service Co., and 
Margaret Wesley, artist. 

Baltimore: Bernard and Edith Paul demon- 
strated the making and operating of pup- 
pets for TV....Several new members: 
George P. Fondersmith Jr., artist, Jos. 
Katz Agency; Leonard Lubin, illustrator, 
Glenn L. Martin Co.; William A. Kocher, 

artist, Glenn L. Martin Co.; Samuel W. 

Ensor, artist, Baltimore News Post; and 

Warren E. Lawhon, artist, Glenn L. Mar- 

tin Co. 

Kansas City: At the second annual exhibi- 

tion awards dinner, design medal went 
to Dick Prezebel of R. J. Potts-Calkins 
and Holden for a Braniff poster. Art 
medal to Sandberg-Dunn Studios. Chris 
Stritzinger, advertising manager of But- 

ler Manufacturing Co. made the presen- 
tation of the medals and fifteen cer- 
tificates. 

New York: Salvador Dali spoke at a March 
meeting. ... Nick Muray’s color tranpar- 
encies of pre-colombian and Andean civ- 
ilization were presented by Samuel La- 
throp at the club. ... The club is getting 
ready to hold its annual golf tournament. 
The Place: One of the East’s most beau- 
tiful courses, Sleepy Hollow in New 
Jersey. The Time: May 6th, Friday, so 
that those who will be fortunate enough 
to participate in this tournament can 
have a long weekend (they may need 
it). This tournament is open not only to 
art directors but those in the affiliated 
fields as well—photographers, illustra- 
tors, engravers and printers. So get your 
clubs ready—and bring plenty of golf 
balls! 

Rochester: Eastman Kodak Co. invited 
ADC members to hear Howard Colton 
speak on Light Sources and Color Re- 
production. 

San Francisco: Screen Process printers of 
Northern California presented a program 
at ADC. Another past program was on 
TV commercials done on storyboards by 
Ted Parmalee. 

Washington: March meeting featured Leo 
Lionni, AD of Fortune and Print maga- 
zine, and Lawrence Audrain, editor of 
Print as speakers. It was a joint meeting 
of the ADC and the Washington chapter 
of AIGA. Advanced students from vari- 
ous schools were invited to attend. 

Linotype Majestic bows 

Newest typeface in the Linotype Legi- 
bility Group for newspapers is the first 
body type specifically designed for auto- 
matic composition from tape for the 
11Y4-pica column. Majestic is cut in 8- 
point. It is now used by the Journal of 
Commerce in New York. 
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Different products, same Overall 
client, similar treatment — problem 

was to 

design two separate and different cam- 

paigns for two products of the same 
company, Mars, Inc. 

In the Milky Way sphinx ad the idea 
of oral satisfaction and product identi- 
fication received chief emphasis; atten- 
tion was called to the low price. 

The problems in the Mars Bar ad 
were three-fold: strong product identi- 
fication, a suggestion of quality and ap- 
petite appeal. 

Both ads used a similar approach. 
Powerful package identification was pre- 
served in an amusing manner by the 
contrasting rendition of the product 
realistically and the simplicity and hu- 
mor of the line drawings. In the Mars 
Bar ad, a quality feel was given by stag- 
ing the product against a blatk back- 
ground, and by the “light-hearted ele- 
gance” of the illustration. 

Credits are as follows: Milky Way— 
art director, Norman Houk; creative 
director, John Matthews; artists, Winni- 
fred Fitch who drew the Sphinx and 
John Howard who illustrated the candy 
bar. Mars Bar—art director, Eugene Kol- 

key; artists were the same. 
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New product 
demonstrated 

The big feature of 
Burlington Mill Ho- 
siery’s new style stock- 

ing is that it stretches to accommodate 
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the individual. Ads (this is the first of a 
series of five) will show large photographs 
of models in striking leg poses with a 
demonstration of the stocking stretched. 
Under the art direction of Paul Barbuto 
of Donahue & Coe, the ads will run in 
eight major consumer magazines. Photog- 
raphy is by Rouben Samberg. 

New VP at Adler Leslie W. Meyers, 
art director of Wil- 

liam Hart Adler, Inc., Chicago, has been 
upped to vice president. Mr. Meyers 
joined Adler in 1946 and has been art 
director since 1953. He is a member of 
the Art Directors Club of Chicago and 
the Artists Guild. 

AD Tragerman Morris Tragerman, art 
becomes VP director of the George 

N. Kahn’ Company, 
New York, has been appointed a vice- 
president. Mr. Tragerman has been art 
director of the agency for the past four 
years and has spent sixteen years in the 
advertising field. 
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New principals FE. J. Koran (left) has 
at LaDriere been named president 

of LaDriere Studios, 
Detroit, at the annual stockholders meet- 
ing. Walter E. LaDriere (right) becomes 
chairman of the board. 

Model was unposed The photograph, 
taken by Con- 

stantine Joffe, was done by strobe light- 
ing and was largely unposed. Model was 
left to her own interpretation of a young 
and inexperienced housewife expressing 
surprise and pride and that her first Pills- 
bury cake came out so well. Neil McBain, 
AD at Leo Burnett Co. (Chicago), was 
looking for an off-beat expression of 
quality, which he feels was achieved in 
the highly assumptive expression caught 
in the ad. 

Pleasure first 

ALL OUT FOR ARISTOTLE OR PLEASURE BEFORE BUSINESS 

20-page 17 x 714 promotion booklet for Sports Illustrated light- 
heartedly plugs Aristotle’s line about “Pleasure for Business.” 

Says SI, business follows pleasure and you get consumers in a good mood in their 
magazine. Pleasure of producing booklet was shared by AD Jack Seiden of 
Designers 3 and artist George Daly. 

Illinois Institute 
holds open house 

Technorama, the annual spring opert 
house at Illinois Institute of Technol- 
ogy, Chicago, will be held May 5, 6, 
and 7. Sponsored by the students, the 
event will include an exhibition of 
student projects and experiments in 
science, engineering, architecture, de- 
sign and liberal studies. 

aerenr 

l ON CELANESE BEAUTIFUL NEW CAREFREE FIBER 

Pacemaker camera redesigned 
to include universal rangefinder 

Pacemaker 4 x 5 Speed Graphic will 
now include a universal rangefinder 
that. accommodates interchangeable 
lenses. It contains a Rangelite for focus- 
ing after dark. The new rangefinder is 
said to be rugged and durable under 
punishing vibration, shock and tempera 
ture-change tests. 

ARNE 

Relaxed sell, 
“easy” shooting 

COMING TOUR WAY OF ARNEL 

THAT PRACTICALLY TARE CARE OF THEMSELVES! 

Arnel, a new “miracle” fiber, is not yet in big supply, thus 
the present ad approach is to build interest with a graphic 
presentation of one sales point at a time. When the fabric 

is in greater supply, a diffesent ad angle will be used. Edgar D’Evia made the 
photograph and Lynette Logan of Ellington & Co. was AD. 
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TTA YARNS 

Maintains basic theme Nomotta ads 
have been us- 

ing the slogan “... because a little piece 
of yourself goes into everything you knit.” 
This ad is a variation on the idea, main- 
taining the family resemblance to pre- 
vious ads, but with more direct sell in 
introducing a new yarn and instruction 
book. AD was David H. Charney, Ehrlich 
& Neuwirth. Photographer was Wyn 
Moroz. 

Animated shoe ad Approach is an ex- 

pression of the feel- 
ing of joy and excitement one gets when 
Oomphies shoes are being worn, says AD 
Ernest Costa 6f Morey, Humm & John- 
stone. It differs from the factual down- 
to-earth presentation often seen in shoe 
ads. The feeling of space and negative 
space is a result of the new treatment. 
Ads are aimed at the mass as well as the 
“class” market. Photographers were Dan 
Wynn and Richard Avedon; artist is 
Serge Givotousky. 

April 1955 

Glorification 
of the yellow 

pencil as part of American industry is 
the new ad angle of Eberhard Faber 
Pencil Co. According to Anderson & 
Cairns, Eberhard’s agency, go% of all 
writing is done with a pencil and go% 
of that is done with a yellow pencil; 
therefore, the yellow pencil can best be 
promoted as a basic tool of industry and 
business. Head of this’ ad, the first of 
the new series, is “Part of your prod- 
uct...” Planned thus far are illustrative 
emphasis on four American industries— 
aeronautics, automotive, chemical and 

petroleum, and shipping and transpor- 
tation. Campaign is integrated with 
merchandising and other aspects of the 
advertising program. 

This ad was created by Dominick 
Rizzo, A & C art director. 

New promotion angle 

art of 

your 

product... 

MONGOL is “part of the product” in every Ameri oh 4 

can industry ...the preferred pencil of America-onahe- job! Mongol 

records the test pilot's reactions. Mongol verifies the banks telier's 

balances. Mongol helps write the big «teelman’s speech 

Mongol was the first well-known brand of yellow pereil t's Amer 

ica’s standard of qusfity —and today's Mongol is the 

writing, blackest-writing. longest-wearmng proc you can buy It's 

. one of more than 3,000 products made hy Eberhard Faber, the ww 

name people rely on for fine writing materials. Look for that name 

—Fherhard Faber —on EVERY pencil you buy! 

EBERMARD PABER™™ 
its quality in writing 

torr 

Heart of the matter Not everybody 
understands 

“high precision products for aviation” 
(which Lear-Romec manufactures), but 
to the creator of this ad, a pump is a 
pump and the metaphor is one which 
everybody knows. No other explanation 
is given in the ad than that the com- 
pany “makes the second best pumps in 
the world.” Nick Galloway supplied the 
heart; AD Al Worthington and Norman 
Warren, both of Lear, designed the ad. 
It appeared in Aviation Age, Time, 
Scientific American, Wall Street Jour- 
nal, and other aviation magazines. 
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proofing color plates before you make them. . . pocket books 

open covers toads... new display medium introduced 

A new proofing process, Colomat, 
works from photographic positives and 
makes a color proof in 15 minutes using 
materials that cost about a dollar. It is 
further claimed by the manufacturer, 
Unitronics, Inc., that shop tests found 
plate remakes reduced by 95%. 

The Colomat proofs are made from 
the separation positives. They help spot 
tone and color deficiencies before the 
metal plates are made, making possible 
corrections on the positives, reducing ac- 

tual plate corrections to a minimum. 
Colomat is a system of diazotype film, 

which when used in matched sets of 
three or four colors, reproduces the full 
standard process colors. Colomat is ex- 
posed in a standard vacuum using the 
usual light source. It is dry developed by 
exposure to the fumes of aqua ammonia 
in a sealed box or bottle, or in a diazo- 
type machine where available. After de- 
velopment, the set of films is overlaid in 
proper print order, thus giving a very 
close facsimile to the finished job. 

Seven colors are available for proofing. 
Color variations in tint may be achieved 
by changing exposure time. 
Complete information may be obtained 

from.Unitronics, Inc., 472 Paul Ave., St. 
Louis 21. 

Pocket Books ads: A new advertising 

medium, following closely on the heels 
of the Reader’s Digest decision to take 
advertising, has been made available by 
Pocket Books Inc., publishers of paper- 
bound best-selling books. Two advertis- 
ing services are offered: second and third 
covers and accordion-folded leaflets open 
to four advertisers with coupon offers. 

There is a 1,000,000 minimum circu- 
lation guaranteed. Rate per page per 
million circulation is: bkw—$3,000; black 
and one color — $3,500; four colors — 
$4,000. Bleed is 10%, additional. Mechan- 
ical requirements are as follows: 

Page, type size: 354 X 57% 
Bleed, plate size: 43% x 65% 
Bleed, trim size: 44 x 6% 
Halftones: t2o screen, except for yel- 

low; 133 screen for yellow. 
Advertiser to furnish engravings ready 

for molding, mounted on wood. 

According to the Benjamin Agency, 
which is Pocket Books’ advertising rep- 
resentative, restrictions involve approval 
of products and services, as well as a 
maintenance of high standards in art 
and copy. 

For additional data, contact Ted or 
Roy Benjamin at The Benjamin Agency, 
419 Fourth Avenue, New York City. 

New display medium: “Airlite” is a 
white, springy, fireproof, cotton-like fiber. 
It is available in panels 3’ x 8’ and 2” 
thick. It can be cut by scissors or cutawl 
into endless designs and shapes, is light 
weight, springs back to shape even when 
crushed, bent or folded. May be sprayed 
or tinted to any color. Samples and data 
from Grace Letter Co., 77 Fifth Avenue, 
NYC. 

Paper whiteness affects color: Writing 
in Rush magazine, paper authority 
Charles V. Morris calls attention to the 
affect on overall color and design of the 
kind and degree of whiteness of the paper 
that is printed on. “In black-and-white 
work the paper whiteness affects the gen- 
eral feel of the job, the snap and sparkle 
of the halftones, and can give the piece a 
warm or a cool tone. 

Paper whiteness is particularly impor- 
tant in color printing when transparent 
inks are used. The actual color you see 
is not always the color of the ink. Often 
the ink is transparent and acts as a filter 
on the surface of the paper. The color 
you see is then the color of the white 
paper minus the colors filtered out by 
the transparent inks. And in color half- 
tone printing the areas not covered by 
ink, where the white paper shows through 
between the printed dots, your eye blends 
the white paper with the printed areas 
to produce the colors you see. A slight 
variation in shade or degree of white- 
ness greatly affects the color of the fin- 
ished job. 

There are many shades of white, pink 
white, green white, blue white, cream 
white, for example. You might want a 
pink-white sheet to go with the femi- 
nine-y appeal of a job. Right now blue- 

white papers are in high favor for much 
commercial printing. Designers employ 
the decided blueness to advantage for 
sharp contract or perfect harmony. 
Type directors, too, are concerned with 

paper color—color in the. sense of kind 
of whiteness. They say, “Whiteness of 
paper when used as a design element 
increases legibility, speeds readability, 
and helps focus attention on the prin- 
ciple message.” 
Today designers look for extra bright- 

ness in their papers. 
There’s a new development that is 

making some papers specially bright. A 
fluorescent brightening agent is used in 
some better quality papers. Whites 
“glow” with special attention-getting 
values. Beckett Paper Company's Hi- 
White and_ Brightwater’s Sparkling 
White are two examples of this new de- 
velopment. 

Of course cream-white, natural white- 
ness, is widely used in production of pa- 
pers for books, text and novel. For study 
purposes and prolonged reading science 
has determined the special fitness of 
cream-white papers. Cream-whiteness is 
a functional requirement in much book 

~ design. 
Here are some suggestions for building 

a paper-whiteness sample file: 
1. Throw away all samples of white 

printing papers you now have. Start 
afresh to build a file of up-to-date whites. 

2. Decide upon a form of sampling 
best suited to your needs. You could fol- 
low or adapt this plan: 

File your whites by classification, 
coated book, uncoated book, offset, vel- 
lum and opaque cover, text, bristol, bond 
and writing. 

Select a 9 x 12, 3-ring binder as your 
container. Fill the various sections—by 
paper groups named above—with single 
sheet samples, the largest of which should 
be 814 x 11. Then swatch all other pa- 
pers in the section in widths 814, 8, 734, 
7Y, etc. Then you can see at a glance 
the varying whiteness of the different 
brands. Selection of whiteness from this 
file is easy. 

Ask your paper suppliers to furnish 
the samples you require. Have them cut 
to size 814 x 11. Be sure you insert them 
in your sample book felt side up. You 
could ask your paper supplier to punch 
the samples with three standard round 
holes to fit your binder. 
And ask your supplier to b respon- 

sible for keeping your files up to date. 
Changes occur frequently enough so that 
constant patrol of your samples is nec- 
essary. 
Type in the identity of the paper along 

the swatched end of the sample and in- 
dicate the date you inserted the sample.” 
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outdoor 

A Life magazine poster by French artist 
Raymond Savignac won First Grand 
Award at the 2grd National Competition 
of Outdoor Advertising Art. The con- 
test was sponsored by The Art Directors 
Club of Chicago. Young & Rubicam was 
the agency and Fred S. Sergenian the 
AD for the Life poster. 

Second Grand Award went to Life 
Savers poster by artist James Bingham 
for AD Harlow Rockwell of Young & 
Rubicam. 

Kool-Aid won the Third Grand 
Award. Artist was John Howard. Mar- 
vin Potts of Foote, Cone & Belding was 
the AD. 

In all, 51 winners in 17 classifications 

were selected. These and other designs 
will be shown in the poster annual to be 
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published by Outdoor Advertising Inc., 
as “100 Best Posters of 1954.” 

Basis for judging was (1) the value 
of the idea to create sales or promote a 
cause and (2) effectiveness and excel- 
lence of design, composition and tech- 
nique. 

To facilitate judging, the designs 
passed before the jury on a conveyor 
belt in a darkened room, so that one 
design was visible at a time. To cast a 
vote for a design, the juror pressed a 
button on the right-hand arm of his 
chair. After a ten-second exposure, a 
control switch was opened and all votes 
for the design on view were registered 
on a lighted panel. The number of lights 
indicated the number of votes cast. 
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e Dora—above. N. Y. Times Magazine. 

e Brian Stonehouse—upper right. Vogue. 

e Lillian E. Schroth—lower right. B. Altman ad. 

LAYOUT BY JUKE GOODMAN 
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A world unto itself—the field of fashion. 
And here is shown the work of a num- 

ber of men and women artists who have 
captured, on paper, the fact and fan- 
tasy of the great style creators. 

Each one tells a definite fashion story, 
yet with an interesting difference in de- 
lineation. In the ensuing months, Art 
Director and Studio News is planning 
other short adventures in editorial and 
advertising illustration. 

A. Halpert 

ae 

e Bouché—above. Vogue. 

e Evaline Ness—right. Seventeen. 

e Eunice Sloane—left. 
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“By mechanical means an image i§ now 
fixed on a photographic plate in a few 
seconds . . . an image more precise and 
exact than it is humanly possible to draw. 
And so, with the advent of photography 
disappeared the necessity for exact repro- 
duction in art. Cezanne no longer painted 
one individual apple; he painted ail 
apples.” Henri Matisse, 1930 

Could Matisse make a similar com- 
ment today, he might speak of some of 
our creative photographers as he for- 
merly spoke of Cezanne. More and more 
today’s photographers are creative, im- 
aginative, exciting artists...not mere 
recorders of the realistic. 

The accompanying illustrations point 
up the increasingly imaginative use of 

the camera in current advertising. This 
group of photographic illustrations was 
suggested by recent vital ad-art statistics. 
In the Art Director’s Club of New York 
33rd Annual National Exhibition there 

photography alive 

Creative minds help the camera 

outgrow the bonds of realism... 

Frank Gershaw, Habershaw Studios 

were 11,682 entries. One of the trends 
they reconfirmed is the increasing use of 
photography in advertising art. Photo- 
graphs appeared in about 60% of the 
entries. 
AD&SN sent the following note to a 

number of leading art directors: “AD&- 
SN plans to publish in a future issue 
a portfolio of advertisements in which 
there is represented progressive or ad- 
vanced use of photography. With each 
piece we would like you to express in a 
word or phrase the quality which makes 
the work unusual or advanced or which 
gives the photography special attention- 
getting value.” 

The following pictures and the quoted 
comments are the result of this request. 
They show how far photography has 
moved from the “You press the button, 
we do the rest” category, how far photog- 
raphy has developed as a creative art 
since Matisse made his comments in 
1930. 

Ar 

: 

Al 



complex, high kev. exenting Gourielli presents FOURTH DIMENSION perfine for moderns 
~ 

ONE, TWO, BUTTONS ON YOUR SHOE: 

1) “The problem was rather incongru- 

ous...to keep the product very large, 

for impact, and still maintain a 

high-fashion quality.” AD, Ralph 

Breswitz of Ogilvy, Benson & 

Mather. Photographer, Irving Penn. 

Contrasting dimensions of model 

and product combine stopper value 

FAMOUS- with good taste in fashion ad. AD— 

BARR CO. William Taubin, Douglas D. Simon. 

Our Parstora button-yamps are 

gray saede with bigh heels 

2) 
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3) 

4) 

5) 

6) 

7) 

8) 

9) 

How light it ix—this Olivern Ler 
tere 22° —s0 aptly calledthe port 
able portable And complete 

hes alt the wmportant featur: s thor 

wonderful wondertul gift, Ger ot 
Oliverti’s own stores in New York, 

Oliver Corporenon of America 

580 Fitth Avenve, New York 36 

Leo Lionni designed this ad to picture the product 
and some of its best sales points. Photographer, 
Ben Rose. 

“Stains, too, can be beautiful. This collection 
registered as one of the two best read soap and 
detergent ads of last year, according to Daniel 
Starch.” AD, Bud- Smith, Ogilvy, Benson & 
Mather. Photographer, Leslie Gill. 

Imagination and freshness combine a touch of 
drawing with photo to creat eye-stopping and 
appealing illustration. AD — William Taubin, 
Douglas D. Simon. 

Dramatic angle, appealing but not distracting 
props, large-size pix of product in action, put to- 
gether with taste and distinction. Irving Penn for 
AD Carl Lins, Young & Rubicam, Inc., and Jell-O. 

“Believable fantasy”, says Herschel Bramson, 
AD at Lawrence Gumbinner. Photographer was 

Bert Stern. 

Silver alive and more than just a stunt. This 
shot features a new pattern, silver wheat. Dra- 
matic, unique composition, expert lighting and re- 
touching. Photographer Ben Rose took this for 
Ogilvy, Benson & Mather AD Vincent DiGiacomo. 

Client was Reed & Barton. Says Mr. DiGiacomo, 
“The campaign stresses the intrinsic beauty of 
the silver itself ...an editorial approach photo- 

graphically, a minimum of retouching, simple, 
clean layouts...” 

Moods can be created by camera angles, develop- 
ing and focusing controls, and countless other 
ways. Here photographer Mark Shaw establishes 
the mood of his picture with careful use of props 
and posing. AD, Daniel Keefe, McCann-Erickson. 
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BORGANA COALS 

Boke. 

\MERICAN REVOLUTION IN STERLING 

VER WHEAT” BY REED « BARTON! 
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10) Impact in this ad derived from 
close-up pictures and daring 
color contrast engineered by © 
Doyle Dane Bernbach AD Rob- 
ert Gage. Left hand page is pre- 
dominantly red. Right hand 
page has black background. 
William Helburn took the pic- 
tures. 

The creative photographer can 
wield the camera like the sensi+ a 
tive artist does a brush. Photog- pe introduced 
rapher Arik Nepo for William Africa for the first time by | 

Golden, CBS Television. 

“Reticulation is a nasty word 
to me, but in this case it seems 
to make a clown more symbolic 
than specific.” AD William 
Golden. Photographer, Don 
Briggs. Client, CBS Television. 

Frozen action features this ad 
submitted by Eastman Kodak 
Company AD, Richard Hurd, 
J. Walter Thompson Co., pho- 
tographer, Raiph Bartholomew, 
Beattie Watts. 

Odd situations and teaser heads 
play prominent part in this WHICH WAY IN? 
Talon series by McCann-Erick- 
son AD Don Shure and photog- 
rapher Mark Shaw. 

A sense of humor builds a sim- 
ple set for this Nettleton ad. 
Hershel Bramson, AD, Law- cael 

The up-angle, the soft-focus 
background, the extreme crop- 
ping bring you more than stock- 

ings, they bring glamour. Here 
is a picture of glamour by Vic- 

tor Keppler for BBDO AD 
Eugene Foster. Du Pont nylon 
was the product. 

High style gimmicks, deftly 
handled, feature this Fiberglas 
ad by McCann-Erickson AD 
Robert Pliskin and photogra- 
pher Allan Arbus. 

Just as the artist broke away 
from realism in order to show 
more than the eye can see, 80 

does the contemporary photog- 
rapher put into his picture 
more than the camera alone can 
see. AD, Robert Pliskin, Mc- 
Cann-Erickson. Photograph by 
New Center Studios, Detroit. 

Still-life is more than just a 
product shot. AD George 
Sanders, BBDO, and photog- 
rapher Erwin Blumenfeld have CBS 
given this Schenley decanter in- 
spired treatment. 
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Tricks like this.... 

FOR DAD—BECAUSE HE'S NO LOAFER! 

wi 

14) 

ideas that key le the new car world today 

and make these cars 

the smartest buys of all! 

Drader 

Wonderful things keep commug your way from ( ‘hievsler orporalion 

19) 

\ famous whiskey ina 

S fabulous holiday decanter 

brighten your holiday ys, here is 

the best tasting whiskey in ages 

ina gleaming crystal bright decanter 

at no additional cost 

17) 

' 4 

moll 

15 13) = ) a 

18) 

~ 

= to make more fi! 
| 



Minneapolis 

2. 

Munsingwear 

Cotton Cooler 

holds its first annual 

More than 500 entries were screened for 

the ist Annual Exhibition of Advertising 
and Editorial Art of the Art Directors 
Club of Minneapolis and St. Paul. 150 
were chosen for exhibition at the Walker 
Art Center. 

The club was founded in 1948 and 
joined the NSAD the same year. Its deci- 
sion to sponsor a show, similar to those 
run by other clubs around the country, 

was based on two main reasons: 1) to 
reward hard work and outstanding 
achievement and 2) to show area clients 
and advertisers the type of work available 
in the Twin City area. Slides of the win- 

ners were shown at the awards luncheon. 

Committee chairman was Richard Heyne, 

AD for Minnesota Mining & Manufac- 
turing Co. Sixteen first awards were is- 
sued. Some are shown here. 
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1. Trade magazines, illustration, first award: 
irtist: Ray Huebner 
Art Director: Ray Huebner 
\gency: Kerker-Peterson & Associates 
Advertiser: Kerker-Peterson & Associates 

2. Fashion and style advertisement, illustra- 
ion, first award: 
irt Director: Al Chatterton 
hotographer: Frederick Baker 
\gency: Campbell-Mithun, Inc. 
idvertiser: Munsingwear 

3. Packaging and labels, first award: 
irtist: Carl Paulson 
Photographer: George Miles Ryan 
lesigner: Robert Sidney Dickens 

Agency: Campbell-Mithun 
Advertiser: Theo. Hamm Brewing Co. 

Ar! Director & Studio News / April 1955 

\ 

4. Retail, merchandise advertising, news- 
papers; illustration, first award: 
Photographer: Mike Myers 
Designer: Marvin Hartwig 
Advertiser: Daytons 

5. Fashion and style advertisement, design 
of complete advertisement, first award: 
Art Director: Al Chatterton 
Photographer: Constantin Jaffe 
Agency: Campbell-Mithun, Inc 
Advertiser: Munsingwear 

6. Direct mail, booklets and folders; medal 
award winner for best illustration of show: 
Photographer: George Miles Ryan 
Art Director: Robert L. Elton 

Jack M. Lydiard 
Edward C. Merganthaler 

Advertiser: Pillsbury Mills, Inc. 
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upcoming artist 

Designer and illustrator Don Almquist 
became a staff artist for Esquire and 
Coronet after graduating the Rhode 
Island School of Design. After a tour of 
duty doing propaganda leaflets with the 
Eighth Army in Korea he returned to 

New York to free-lance in January, 1954. 
His clients include N. W. Ayer & Son, 

Ballantine Books, BBDO, Columbia Rec- 
ords, Glamour, Life promotion, William 
Douglas McAdams, New York Times Pro- 

motion, Standard Oil Co. of New Jersey, 
Sudler & Hennessey, Woman’s Day, Time, 
Young & Rubicam. 

NS 4, 

AC 

~ NCAR 

i] 

\ 

\ *, 
\ \ 7, 

/ 

| 

/ 

/ 

| alee |) 

38 



Going Steady 
NUPASTELS 

complement each other! 

NUPASTELS and COLORAMA pencils are 

“going steady” and are seen together every- 

where. They’re true to each other and true to x 

type. And both offer infinite variety as well 4 

as absolute uniformity of color. 

NUPASTELS are the color sticks which have 

replaced pastels. They are much firmer and 

stronger than pastels...crumble a lot less... 

deposit just enough powder for perfect = 

blending. 4 

COLORAMA is the newest and finest thick 

lead colored pencil made today. Colors are 

excitingly vivid...sharpen easily ... cover 

more smoothly without shine... have less 

wax... last longer. 

Trademarks Reg. U.S. Pat. Off 
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- DRAFTSMAN’S LEAD 
LDER—One hand, split-sec- 
operation! Release lead 

h top button! Sure- ‘ep 
tch! Leads won't slip! Co 
d cap identifies degree of 
lead instantly. 

m00- DRAWING LEADS 
upreme quality leads in 17 
rees from 6B to SH—every 
sree uniform and accu- 
Bly graded. Pocket pack- 
has unique emery boards 
each side for sharpening. 

AUTOMATICALLY, THE CHOICE OF PROFESSIONALS! 

USA <®> MICROTOMUIC - 331 

331-DELUXE PENCIL LENGTHENER— Rugged plastic barrel screws on 
easily, locks securely. Dusk-gray color matches Microtomic Pencils. 

600-CHISEL POINT PENCIL —Same quality with unique chisel point 
lead. Excellent for lettering, shading, broad strokes, etc. 6 degrees. 

600-DRAWING PENCIL — Finest quality, high density graphite leads. 
Dusk-gray polish. White bull’s-eye shows each of 18 uniform degrees. 

 MICROTOMIC IBERUARD FABER | 

603-DRAWING PENCIL WITH ERASER TIP — Above advantages plus 
handy, adjustable, flat-shaped eraser tip. Ideal for the pocket! 
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FABER 

576—MARKER—Writes on any surface from 
slick cellophane or glossy photostats to corrugat- 
ed or craft paper delivery packages. Pull string- * 
peel off paper wrap to sharpen— 7 colors. & 

<®> EBONY EBERHARD FABER.usa. 6325 

6325—EBONY — The ideal pencil for layouts and % 
sketching. The large diameter lead is soft and a 
smooth as silk, yet strong, leaving an intense, jet Ps. 
black line on any paper surface. ’ 

1599— EBONY REFILL LEADS—(For holder) 
Same super quality as the famous EBONY weed 
pencil-leads ate long 2%’’ and large 120” dia. 
—Packed 4 leads in flat vest pocket box. 

repel-expel holder for large diameter EBONY leads. 
Plastic barrel. The pocket pencil for artists. 

599—EBONY MECHANICAL—New! Propel- 3 - 

FOR EVERY USE FROM MARKING TO SKETCHING... 

3110—COLORBRITE HOLDER—A s 
grip clutch type lead holder for bril 
—fadeproof— waterproof —super sm 
COLORBRITE leads. Has “see-th 

n ; plastic barrel. Leads are full 5’ long 
available in 12 high visibility colors. 

Proven most popular wherever im 

Every one of 36 brilliant colors sha 
to needle point for fine work, holds 
longer. indelible — merely use brus! 

ae ne. water for vivid water color effects. 
ad for architectural renderings, te) 
5 fashion, jewelry designing, etc. Handy 
8g carry-box assortment: 8, 12, 24 am 

' 
Trademarks Reg. 
U. S. Pat. Off. 
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pencil eraser has more sharp erasing 

corners for small erasures, more sides 

for bread surfaces. Soft—wen't 

101-PINK PEARL—Seen on tilt top 
tables and drafting boards every- 

where. Soft, pliable art eraser —will 
not injure paper surfaces. Medium 

Size—No. 100. 

400-PINK PEARL PENCIL TYPE 
—The popular soft PINK PEARL 

eraser in the new stick-shaped, 

paper wrapped form for pin- 
point erasures. Just pull string ; born marks. Durable, long lasting, 
and peel to sharpen. economical. Medium Size—No 112. 

A PERFECT ERASER FOR EVERY ART USER! 

FABER 
6002-RUBKLEEN —The perfect cleaner 

for all art uses. Gentle and soft yet 

long wearing with little crumbling. 

Safe for delicate paper surfaces. 

Leaves no greasy film. 

4821-MONGOL GUM CLEANER — The 

artist's standard for all-purpose clean- 

ing. Won't weaken newly-inked lines. 

7 sizes starting with 1 x 1x 1. 

1224-KNEADED RUBBER—The cleaner 

all artists need for chalks, charcoals 

Its gentle abrasive action removes 
: rembs stubborn pencil marks from paper or 

oily residue to affect re-working. tracing ue. 
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arty vs. 

The Manhattan Shirt advertisement and 
the Jayson Shirt advertisement both used 
rather artistic illustrations. However, the 
artistic approach in each was quite dif- 
ferent. The Manhattan illustration dem- 
onstrates the shirts in a real but “arty” 
setting. The Jayson illustration presents 
an “incomplete picture” which is extra- 
neous to the product. Which advertise- 
ment attracted more readers? 

Answer: The Manhattan advertisement 

obtained more readers. Nearly one out 
of every two men readers saw this adver-- 
tisement. One out of every three men 
readers saw the Jayson advertisement. 
Perhaps the best estimate of the per- 
formance of these two advertisements 
can be found from readers’ comments 
obtained in the Starch Reader Impres- 
sion Studies. 
The Jayson advertisement, with its 

sparsity of copy had fewer points to 
make than the Manhattan advertisement. 
However, the point of the picture and 
headline did not seem to get across. A 
majority of the women as well as men 
readers did not understand the picture 
and headline. Their inability to under- 

stand distracted them from the few sell- 
ing points that were in the advertise- 
ment. Some readers did get the obvious 
points that Jayson makes sportswear and 
pajamas as well as shirts, and that they 
make them to fit. 
Although not as disturbing to the 

reader, the Manhattan advertisement 

Art Director & Studio News / April 1955 

also had some distracting elements. More 
readers commented upon the love seat 
than anything else. Readers did not un- 
derstand what the man and woman were 
doing. 

However, some of the selling points 
of the advertisement got across. The 
color of the shirts, especially the man’s 
shirt, received a great deal of comment— 

most of it favorable. Readers also thought 
Manhattan Shirts made an excellent gift 
suggestion. They appreciated the price 
quotation in the advertisement, but a 

realistic props 

few thought the prices too high. 
It would appear that some of the ar- 

tistic elements in both the Manhattan 
and Jayson adverisements did not con- 
tribute to the effectiveness of the adver- 
tisements. Especially was this true in the 
Jayson advertisement where the point 
presented in the illustrations and head- 
line was too obscure to be meaningful 
to the reader. 
The readership scores reported by 

Daniel Starch and Staff, Mamaroneck, 
New York, are: 

Per Cent of Men Readers 

Readers per Dollar 

MANHATTAN JAYSON 

Seen- Seen- 
Assoc. Noted Assoc. 

37% 

64 

Noted denotes the percentage of read- 
ers who, when interviewed, said they 
remembered having seen an advertise- 
ment, regardless of whether or not they 
associated the advertisement with the 
name of the product or advertiser. 

Seen-Associated denotes the percent- 
age of readers who said they remem- 
bered seeing the advertisement and asso- 

ciated it with the name of the product 
or advertiser. 

Read Most denotes the per cent of 
readers who read 50% or more of the 
copy. 

Readers per Dollar is a measure of the 
number of readers obtained for each dol- 
lar invested in space cost. 

; 

j | 

| 

| 

G “Te no secrets from the man who wears, AGSCH a 

i 
Why not give each other these Manhattan shirts as Valentines? 
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Left to right: Taylor Poore, Art 
Director, Tempo, Inc. Suzette Zur- 
cher, Designer of Publications, The 
Art Institute of Chicago. Will Bur- 
tin, Designer. 

judges call for closer alliance 

between illustration and typography 

A ’s twenty-erghth 

The judges of graphic arts exhibitions 
have got to get tougher, say Will Bur- 

tin, designer, Taylor Poore, art director, 
Tempo, Inc., and Suzette Zurcher, de- 
signer of publications, The Art Insti- 
tute of Chicago. They fitted the action 
to the words in judging the 28th Annual 
Exhibition gf Design in Chicago Print- 
ing, sponsored by the Society of Typo- 
graphic Arts. Out of g10 pieces sub- 
mitted, only 93 were selected to hang in 
the Art Institute of Chicago from March 
26 through May 1. Other comments of 
the judges follow. 
“We should never underestimate the 

educational value of exhibitions. They 
are the tools of our convictions and our 
trade. They should have such high stand- 
ards in design, typography and printing 
quality that viewers will know that we 
stand for the absolute top quality, with 
no second best, and go away inspired 
to work for the same perfection. 
We need more “S.O.B.’s” in the busi- 

ness. Too many mellow people make a 
mellow stew. Leniency and an accept- 
ance of any but the best results leads 
to a general lowering of the whole pro- 
fession. The “tyranny of enthusiasm” 

will achieve better work from everyone 
connected with a job and produce great 
pride in the finished product. Such pride 
will lead to a striving for higher and 
higher goals. 

Illustration and typography must be- 
come more closely allied. The best re- 

sults come when one man is responsible 
for the whole job. The decline of the 
“layout man” who makes a sketch and 
then calls in specialists to finish each 
part is a matter of great satisfaction. 
In his place the complete designer in- 
tegrates and carries through from idea 
to printed piece with continuity and in- 
dividual style. 
We have the best machines, printers, 

designers and illustrators, the most types 
and selection of paper, but this very 
embarrassment of riches produces a dis- 
quieting confusion—too many colors, 

- glossy surfaces and busy layouts. Cleaner, 
fresher and more interesting results are 

sometimes secured from more _ limita- 
tions, such as the Japanese and Swiss 
are experiencing. Originality is not dress- 
ing up and embellishing an idea, but 
rather going to the very roots and de- 
veloping it only until the communica- 
tion is the clearest. We must not super- 
impose our ideas on the subject matter 
and make it difficult to reach through 
a maze of colors and over-design.” 

No new trends were noted by the 
judges, except a great improvement in 
the design of text-books, long woefully 
behind the times. whee 

A Certificate of Excellence is being 
given to each accepted entry. Due to the 
judges’ high ideals, it is certainly equal 
to the usual Award, formerly given in 
each category, and dispensed with this 
year as an experiment. 

: 

- = 

= 

« 

| 

. 

‘ 

d 

— 1) 

44 



Package: “O’Cedar 44 Sponge Moppet 
Carton.” Designed by Warren Wetherell 
and Associates for O’Cedar Corp. 

3) 

ASSOTT LABORATORIES INTERNATIONAL COMPANY 

JOURNAL OF HOUSING 

cy 

pees! 

1) Book designed by Marilyn 

Knudson for Scott, Foresman & Co. 

2) Trade Journal designed by 

Harold Walter for Abbott 
Laboratories International Co. 

8) Magazine Cover designed by 
John Bradford for Journal 
of Housing. 

4) Folder designed by Don 
Walkoe for Jordan Sieber. 

5) Broadside designed by Carl 
Peet ge Regehr for the Veritone Co. 

BLACK IS THE BEAUTY! 
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Practically every branch of the industry 

can be expected to feel the effects of the 

Continental Influence. It will be the next 

important development in men’s fashions 

the wend he reported 

MEN'S WEAK Magasme 
Tre 

upherp are still oper 
two be tet tor wy 

mary years t come. On tup of the 

‘ 
g For cnample during the pot 

— 

The Continental Influence: 
(new A New Look for Sportswear 

Problem: “To put more ideas, more 

information into each issue and use less 

Space and fewer words.” 

Background: Men's Wear is a busi- 

ness magazine specially edited for the 
retailers in men’s wear industry. It is 

bi-monthly, published by Fairchild Pub- 
lications, Inc. 

Solution: Spreads shown here from 
1954 issues and from a 1955 redesigned 
issue show how new layout, new type- 
faces, and more pictures have been used 
to produce a faster, more graphic pre- 
sentation. Formerly published 20 times 
a year, Men’s Wear now has 24 issues 
annually. Editorial features are shorter 
and more concisely written. 

men's 

d JANUARY 7 - 1965 — 
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BY GERALD D GROSWNER 

Just remember 

if you save 3500, it’s about 

the same net profit 
& 

~ as if you'd increased 

your sales 10,000 

John Camposa is the AD. Illustrator 
and consultant Robert Geissmann 
worked with the staff to redesign the 
magazine and develop a new format. 

Some of the specific changes were: 
Four-color covers. New headline type is | 
Clarendon. New body type is Times ‘ 
Roman. Both were selected with an eye b 
to readability. 

The editorial section emphasizes illus- 
trations which include photography, 
fashion drawings and cartoon spots. 
Plan is to use top fashion illustrators 
and spot artists. Text copy in stories ° 
will be kept to a minimum, with head- 
line decks and captions telling much of 
the story. 

\ quality house holds a quantity sale 

John L. Ashe 

hires a hell and 

boosts volume fire fold 

aT 
Art Director & Studio News / April 1955 
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money saving ideas for the retailer 2 : 
3 3 
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AIGA 

The igth Design and Printing for Com- 
merce Exhibition sponsored by the 
American Institute of Graphic Arts 
opens at AIGA headquarters, 13 E. 67th 
St., NYC, April 18. The show runs from 
9:00-5:00 weekdays through April 29. ° 

In addition to the Fifty Advertise- 
ments of the Year it includes 189 pieces 
of commercial printing outstanding for 
printing craftsmanship and design. 

Jurors were Alvin Eisman, Una John- 
son, Walter Howe, Robert Blattner and 
Robert Pliskin. Jury for the 50 ads in- 
cluded George Krikorian, Charles T. 
Coiner, and Leo Lionni. 
The show will travel to leading cities 

and tentative schedule sends it to Wash- 
ington, D. C., May g-20. From May 25- 
June 25 it will be in Philadelphia at 
N. W. Ayer. Other stops include To- 
ronto, St. Louis, and Atlanta. 
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1) Client: Harpers Bazaar 
Designer: William Taubin 
Artist: Wingate Paine 
Agency: Douglas D. Simon Adv. 

Client: Knoll Textiles Inc. 
Designer and artist: Herbert Matter 
Agency: The Zlowe Co. 

Client: CBS-Television 
Designers: Rudi Bass and Kurt Weihs 
Artist: Rudi Bass 

Client: Parke Davis & Co. 
Designer and artist: Charles Attebery 
Agency: i. W. Frolich & Co. 

Client: Albemarle Paper Mfg. Co. 
Designer: Bradbury Thompson 
Artist: George Giusti 
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iga cont'd. 

7) Client: Upjohn Co. (Scope) 
Designer and artist: Will Burtin 

8) Client: Lester Rossin Associates 
Designer: Lester Rossin 
Artist: David Stone Martin 

9)10) Client: I. A. Wyner & Co. 
Designer: William Taubin 
Photographer: William Helburn 
Agency: Douglas D. Simon Adv. 

11) Client: White Laboratories 
Designer: Jim Eng 
Artist: Irv Koons (cover) 

Ed Kysar (inside) 
Agency: Sudler & Hennessey 

12) Client: Tri-Arts Press 
Designer & letterer: Freeman Craw 
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Now designing and ADing in Florida, Jerry Bogorad 
was born in New York City 23 years ago. Public and 
high school education was in Florida, then back to 
New York where he majored in advertising design 
at Pratt Institute. Career started in New York as 
Assistant Promotion Art Director for Charm Maga- 
zine. Then to AD for Lerrick & Co., where he special- 
ized in design of direct mail promotion and catalogs. 
In 1951 he won grd prize in the “Type Talks” cover 
design contest, sponsored nationally by the Advertis- 
ing Typographers of America. Back to Florida in 1953 

as layout artist for Chambre Advertising Agency. 
Today Jerry is AD and head designer for Harris & 
Whitebrook Inc., Miami Beach, and a member of the 
Art Directors Club of Greater Miami. 
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tomorrow’s artists 

Selection of students 

American Academy of Art 

25 East Jackson Bivd. 

Chicago 4, Illinois 

Open to beginners, advanced students and 

professional artists; stydents carefully se- 

lected as to interest and potential ability. 

A.survey of education 
in 15 leading art schools 

Dorothy N. Chapple 

Educational objectives 

To teach the student fine art techniques and their 

application in commercial fields, emphasis is on 

commercial art techniques as required by the 

buyers of art. Sales effectiveness stressed. Guid- 

ance given to student in preparing himself for the 

business world. 

The National Society of Art Directors 
made a survey last year of the art educa- 
tion facilities available in the United 
States. ADSN published its findings in 
the July issue. It supplied some concrete 
statements from art directors over the 
country concerning deficiencies in art 
education and made recommendations tc 
overcome them. The survey also indicated 
which schools, in the opinions of the art 
directors, are best supplying the needs of 
the profession. 

Considering these recommendations, 
ADSN contacted the fifteen art schools 
that topped the survey to find out what 
they offer to future artists and art direc- 
tors. This report shows how the schools 

Curriculum 

Design, drawing, painting, story and advertising 

illustration, fashion illustration, lettering and design, 

advertising art, typography, preparation of copy 

for the printer, printing processes, airbrush, photo 

retouching. Two year course; diploma. 

Art Institute of Chicago 

Michigan Avenue and Adams Street 

Chicago 3, IIlinois 

High school graduate; selection based on 

rartfolio of work submitted. 

To develop artists and teachers in the fine and 

industrial arts by a thorough training in professional 

knowledge and techniques, stressing aesthetic un- 

derstanding. Believes that the first four years 

should be devoted to aesthetic aspects rather than 

throwing the student too soon into requirements 

of commerce. 

Drawing, painting, illustration, sculpture, design, 

ceramics (two years of fine arts required before 

specialization), lettering, layout, atvertising and 

fashion illustration and design, package design, 

typography, lithography, reproduction processes, 

field trips to engraving plants and publishing 

houses, preparation of copy for printer. Four year 

diploma course. History of art, humanities, natural 

sciences, social sciences must also be studied for 

four year degree course; BFA & MFA. 

Art Students League of New York 

215 W. 57 St. 

New York City 

No entrance requirements. 

With the view that fine and commercial art cannot 

be readily separated, the League encourages its 

students to think creatively and to have an artist's 

approach to his work rather than having him 

specialize at the outset. It is felt that skills can 

be easily picked up after basic creative techniques 

and attitudes are learned. 

Drawing, painting, sculpture, color separation over- 

lays, airbrush, Kemart, photography, ad design, '|- 

lustration, silk screen, layout, lettering, calligraphy, 

typogrophy, copyfitting, preparation of copy for 

printer. On monthly basis—day, afternoon or eve- 

ning. 

Burnley School of Art and Design 

905 East Pine Street 

Seattle 22, Washington 

Evidence of talent and past interest are 

evaluated from interviews and drawings 

submitted prior to entrance, with the school 

taking the prerogative of eliminating a stu- 

dent who does not show promise after a 

tryout period. 

To develop students to become artists to the maxi- 

mum extent of their capacity, both in the commer- 

cial skills and in creativeness and to help broaden 

their knowledge of human relations, world affairs 

and other general subjects. 

Drawing, painting, illustration, layout, letterin3, 

advertising design and illustration, direct mo|, 

package and poster design, paste-up, cartoonir3, 

fashion illustration, reproduction processes, pre>- 

aration of copy for the printer, typography, cor /- 

fitting. Heavy emphasis on sales psychology, mer- 

chandising, advertising agency requirements a d 

procedures. Length of program depends on tie 

student's needs; no degrees. 

California College of Arts and Crafts 

5212 Broadway 

Oakland 18, California 

No entrance requirements. 

To develop the student's taste, understanding, in- 

ventive qualities, skills and to give them practical 

information that should make it possible for them 

to enter the professional field. 

Painting, drawing, layout, color separations, pre > 

aration of copy for the printer, illustration, typo } 

raphy, copyfitting, airbrush, scratchboard, fie d 

trips and lectures on printing processes, Engli:>, 

aesthetics, science, economics. Advanced stude”'s 

receive assignments from selected firms and in: 

tutions and prepare complete art which is printed 

for commercial use. Three to four year course. 
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or the aesthetic principles of art. [ 

lect their students, what educational 

hilosophies support their training pro- 
rams and what areas their curricula 

»ver. 

All of these schools have working pro- 
ssionals on their teaching staff. While 
ost of the schools are geared to direct 
reparation for commercial work, there 

consistent emphasis on fine art tech- 

niques as a basis for specialization. In 
ch instance the student is taught to 

‘ink creatively and to develop his own 
-dividual skill for whatever purpose it 
best suited. There is a basic concern 

None of these schools reported an on- 
e-job training program. In many of 

them students work part time in art 
studios and have an opportunity for im- 
mediate application of their knowledge; 

however, this decision is left up to the 
student. 

Besides art and production training, 

courses in liberal arts and sciences are 
offered in several schools. While these 
courses are required in degree programs, 

they are optional in some schools and 
are evidence of a recognition of the ar- 

tist’s need for a broader knowledge of 
his world. 

There are only two schools in this 
group which have formal courses in the 
business aspects of commercial art and 

Selection of students 

Chicago Academy of Fine Arts 

720 North Rush Street 

Chicago 11, Illinois 

High school graduates; two month proba- 

tionary period; to enter Advanced Classes, 

c portfolio of work must be submitted. 

Educational objectives 

To provide basic art training and develop the busi- 

ness sense required in the commercial art field. 

design. Generally, interpretation of the 
market is an integral part of the acquisi- 
tion of technique and knowledge. As a 
rule, projects are set up to acquaint the 
student with how a commercial job is 
done in a studio or agency—from its con- 
ception to, the finished work. Field trips 

are a part of most of the programs. Spe- 
cialists in art or production areas are 
brought in as guest lecturers from time 
to time. 

It is hoped that the information given 
in this chart will aid AD club education 
committees to work more effectively with 
schools in improving the students’ prep- 
aration for the commercial field. 

Curriculum 

Drawing, painting, illustration, layout, preparation 

of copy for advertising, lettering, copyfitting, 

typography, airbrush, paste-ups, printing produc- 

tion, proportioning, making color separations, pack- 

age design, displays, layout of complete mailing 

pieces, posters, booklet covers, etc. After training 

is over, students work as art studio apprentices for 

a short time. Basic course—80 weeks; certificate. 

Advanced course available after completion of 

basic program. 

Chouinard Art Institute 

743 South Grand View St. 

Los Angeles 57, California 

Students who desire to begin a career in 

advertising art and design are selected on 

the basis of potential ability. 

To create in the student an awareness of possibili- 

ties within the advertising profession. No attempt 

is made to have him conform to pre-conceived ideas 

of job market requirements. He is viewed as a 

human being, as well as an artist, and is aided in 

finding the areas best suited to his abilities. 

Drawing, painting, illustration, lettering, mechani- 

cal reproduction processes, editorial art, advertis- 

ing art, layout, posters, packaging, booklets, budg- 

ets, communication. 

Cooper Union Art School 

Cooper Square at Seventh St. 

New York 3, N. Y. 

High school graduate; must pass two com- 

petitive examinations; no part time students. 

“Its students have been able to adjust not only to 

the various and complicated art professions but 

also to the stresses and strains of current history." 

“Capacities for intellectual, aesthetic and techni- 

cal growth make possible the development of 

highest efficiency in the art professions."’ 

Painting, design, drawing, sculpture, advertising 

design, graphic techniques, photography, typog- 

raphy, graphic design, lettering, illustration, me- 

chanical reproduction processes, elements of aes- 

thetics, studies in cultural values, contemporary 

thought, oral English. Most instructors are profes- 

sional working artists. Three year course—day ses- 

sion; four year course—evening session; certificates 

awarded on completion. 

Femous Artists Schools 

Westport, Connecticut 

Sdent sends biography and application 

ompanied by three samples of work. 

oe 

To provide training for beginning and advanced 

artists which will enable them to know what is re- 

quired in the commercial art field and prepare 

them to meet the needs of art buyers. 

Primarily an editorial and advertising illustration 

course. Covers to some degree, besides drawing 

and painting techniques, paste-ups, layouts, fashion 

illustration, lettering, posters, posing models for 

photographs and drawing, typography, reproduc- 

tion techniques, some airbrush. Sales effectiveness 

stressed. Market interpreted carefully. ‘‘How to 

Make Money in Commercial Art and Illustration’’ 

is a book included in the program. There are 24 

lessons in the course, which is conducted entirely 

by mail. 

Institute of Design of Illinois Institute of 
Technology 

632 North Dearborn St. 

Chicago, Illinois 

Hich school education. 

To provide a foundation which will enable the de- 

signer to think comprehensively and to act effec- 

tively in the complex industrial world. Established 

by Moholy-Nagy. 

Design, sculpture, painting, drawing, etching, in- 

terior design, silkscreen, lithography, airbrush, lay- 

out, photomontage, photography, film production, 

product design and illustration, typography, and 

others. Bauhaus methods used in many of the 

courses. Academic courses available toward de- 

gree. Bachelor's degree in product design, visual 

design or photography and film. Graduate work 

leads to master's degree in these fields as well as 

art education. 
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Selection of students 

los Angeles Art Center School 

4 5353 W. Third Street 

Los Angeles, California 

Personal dossier, work samples, taste, imag- 
ination and graphic ability. 

Educational objectives 

The teaching of the arts and practice of the arts 

in business and industry. Practical application of 

all knowledge is directed toward its utilization 

in commerical fields. Art for profit's sake. 

Curriculum 

Drawing, painting, advertising design, photog- 

raphy, packaging, illustration, industrial design; all 

techniques and methods the artist must know to 

prepare artwork for commercial purposes are 

taught. Some projects for business firms come into 

the school and are executed completely by the 

students. American history, economics, mathematics 

and other general studies toward the Bachelor 

of Professional Arts degree after four years. 

Minneapolis School of Art 

200 E. 25th Street 

Minneapolis 4, Minnesota 

High school graduate; drawings must be 

submitted. 

Broad intensive training in the theory and applica- 

tion of the fine arts is the heart of the program 

through which specialization in the arts and re- 

lated courses in the liberal arts are developed. 

Students are equipped, after completion of the 

course, to work in agencies and studios as their 

studies train them in the kind of attitudes and tech- 

niques required. 

Drawing, design, painting, sculpture, calligraphy, 

typography, printmaking, photography, layout, re- 

production processes, airbrush copy preparation 

for the printer, industrial design, fashion design 

and illustration, advertising design, illustration. 

History of art, social science, natural science, 

philosophy, English. Students execute jobs under 

deadline dates for various school needs. Plans are 

in progress for a large design laboratory which 

will cooperate with commercial and industrial firms. 

Bachelor of Fine Arts Degree in painting, sculpture, 

illustration, design, advertising design, industrial 

design and apparel design. Four year program. 

Parsons School of Design 

410 East 54 Street 

New York 22, N. Y. 

High school graduote. 

To provide the student the technical facilities to 

express his ideas in practical media at the highest 

level of craftsmenship; to develop taste, creative 

force and aesthetic values in traditional and con- 

temporary art; to prepare him to meet agency and 

studio requirements. 

Drawing, painting, sculpture, etching, design, let- 

fering, typography, photography, silk screen, illus- 

tration, packaging, poster art, editorial layout, 

advertising layout, production, fashion illustration, 

product design, interior design, humanities, public 

speaking, foreign language, natural science, mathe- 

matics, social science, psychology, English, art 

history, philosophy, poetry, music appreciation. 

Bachelor of Fine Arts degree from New York Uni- 

versity; Bachelor of Science degree from NYU. 

Parsons offers certificate course after three years 

and works in conjunction with NYU for degree 

courses. 

Philadelphia Museum School of Art 

Broad and Pine Streets 

Philadelphia 2, Pennsylvania 

High school graduate; portfolio of work 

must be submitted. 

“The graduating student is equipped to meet the 

demands of a responsible position. The market 

has been interpreted carefully."’ 

Drawing, painting, principles of color and design, 

lettering, packaging and display, advertising de- 

sign, photography, layout, advertising research, in- 

dustrial design, fashion illustration, illustration, in- 

terior design, typographic design, production, 

color separation overlays, Kemart, typesetting. 

English, history, hygiene, psychology, sociology, 

economics, art history—for degree program (BFA); 

diploma course offered. ‘ 

Pratt Institute 

215 Ryerson Street 

Brooklyn, New York 

High school graduate; (day school) ex- 

amination in art; (evening school) portfolio 

of somples must be submitted. 

Mastery by students of fund | principles, 

techniques and skills essential to professional com- 

petence as well as maintenance of superior ar- 

tistic standards. 

Drawing, painting, structure, creative design, color, 

techniques in advertising design, production, paste- 

ups, airbrush, lettering, layout, typography, pack- 

age design, photography, advertising campaigns, 

illustration, industrial design, interior design, Eng- 

lish, history of art, physical education, social in- 

stitutions, contemporary civilization, impact of 

science, human relations, great books. Field trips. 

Commercial art business practices are studied. 

“Welding together of copy and symbol to com- 

municate ideas, to persuade, or to sell merchandise” 

dominate Bachelor of Fine Arts degree in Advertis- 

ing design, illustration, or Bachelor of Industrial 

design. Evening and day courses. Degree program 

not necessary; students may choose their own 

curriculum. 

— 

— 



Depth of Talent—Does the studio have sufficient.depth 
of talent to handle complete catalogs — and does not rely 
principally on the services of one or two key people? 

Versatility of Talent — Does the studio have enough 
versatility of talent to handle the entire art job from 
layout through all phases of finished art? 

Creative Layout Talent — Does the studio have a really 
top grade layout staff to handle your catalog design if 
you require it? Are you 

POSITIVE 

of your 

Automotive 

art sources? 

Air-tight Security — Does the studio have the proper 
physical set-up for positive security, preferably occupying 
exclusively one complete floor and the facility for isolating 
“confidential” sections? 

Photocopy and Photostat Facilities — Does the studio 
have these “security” and service facilities inside its own 
studio? 

Complete Engineering Staff — Does the studio have an 
engineering group to relieve you of the worry of difficult 
technical detail? 

Engineering and Styling Contacts — Does the studio 
have established engineering and styling contacts with 
your client? 

negative answer to any 
of these questions: 

Experienced Production and Skilled Art Direction— Does 
your studio have men specifically employed to perform 
these all-important functions? 

Capable Representation — Does your studio provide 
representatives that are both capable and dependable? 

Responsible Management — Does the studio have a 
management that practices businesslike billing procedures 
and accepts with responsibility the financing inherent in 
large assignments? 

Reputation — Does the studio have the reputation for 
quality? For meeting pressure deadlines? For repeat 
business? 

Samples — Does the studio have a generous collection of 
original and printed samples to assure proof of past per- 
formance? 

In Detroit ... Only McNamara Brothers can give 
an unqualified “yes” in answer to all these questions. 

McNamara Brothers 2250 Bidg. Detroit 26, Michigan » WO 1-9190 

Largest supplier of art to the automotive industry. ; 
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TV 

color 

slides 

are now made 

from b/w copy 

by new process 

SPOTLIGHT 
A MUSICAL REVUE 

starnng and 

special guest NI SONIA 

DURANTE 

The first image transmitted coast to coast 
in a public demonstzation of network 
color television had a very special signifi- 

cance to TV Art Directors. When, back 
in November, 1953, RCA conducted its 

historical closed circuit demonstration 
from the Colonial Theater on Broadway 
to its studios at Burbank, California, the 

“opening” was a brilliant gold and blue 
RCA trademark. 

That image was produced in full color 
from a black and white line drawing 
through the ‘Edstan’ slide process devised 
and perfected by the Edstan Studio of 
New York City. 

The Edstan process is unique in that 
it can produce a color slide from any 
black and white copy. It can also com- 
bine any form of line copy with full color 
photographs. TV art directors are now 
using this process to achicve results 
hitherto thought impossible. 

Type, hand lettering, photographic- 
lettering, logos, etc.—any and all of these 

in any combination can be produced in 
full color merely by indicating on a rough 
layout what is desired. 

Color photos can be employed with 
the freedom of black and white tech- 
niques, they can be silhouetted and 
placed upon any color background, they 
can be used together with type or letter- 
ing, or they can be used as backgrounds 

Max 

JEAN VATK 
x 4 -@ 

SHELLEY WINTERS 
x PAULETTE GODDARD 

RUTH HUSSEY 

for titles or sales messages. 
There is no limit to the flexibility of- 

fered by the Edstan slide process. 
Here are some examples of this ver- 

satile new method vf color slide prepara- 
tion. 

1) This RCA trademark was used on 

the first coast to coast public network 

color TV demonstration. Mark is in gold, 

Background is blue. 

2) Here is an all type slide. Original 

copy was a regular type proof. Edstan 

achieved dimensional and shadow effects 

and made a color slide with yellow type 

for the display line, dropout white type 

for the rest of the copy and an even tone 

green background. 

3) Multicolor and tone effects with all 

type copy. Type in spots is black. Re- 

verse type is in yellow. Background is a 

dull olive. Spots are red and blue. 

4) Yellow type with simple blue back- 

ground. 

5) Color photography and type are com- 

bined. Jeanmaire is a full color photo. 

Background is clear blue. 

6) Art and type were put together for 

this one. Body type is black over yellow 

background. Display line and cats eyes 

are soft blue. Outline of cats in black. 

Lips are red. 

5) 

6) 

— * * * * 

‘ 
1) 
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5) 

6) 

BACH 
CONCERTO ND. 1FOR VOLN & ORCHESTRA w 
CONCERTO NOL? FOR & ORCHESTRA muon 

Columbia 

Jam Session at Carnegie Hal! Lp 

MEL POWELLS ALi -STARS ~ 

“| 

upcoming artist 

Cleveland born, 1930, Merle James studied at the 
Tyler School of Fine Art in Philadelphia on a 
National Scholastic Art Scholarship. Then back to 
Cleveland for three years’ study on a Ranney Schol- 
arship at the Cleveland Institute of Art. A Page 
fellowship took him to Europe and North Africa 
where he spent a year doing color photography. He 
worked ‘a brief stint in Cleveland for Lou Federman 
Associates and for Ann Koblitz Advertising Agency. 
He’s been free-lancing in New York since early 1953. 

Merle James stresses three elements in his work: 
get attention; be dramatic, original, tasteful; blend 
all elements so as to result in a thoughtful consid- 
eration of the product by the potential buyer. 
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in BOSTON 
at 51 MELCHER STREET 

Telephone Liberty 2-9170 

SERVICE 

Large Selection of types & 

<> Sharp Reproduction proofs 

Hot Press for TV Slides “© 

and always <> 
FAST 
EFFICIENT 
SERVICE 

GENERAL 

PAN Y 
COMPOSITION. 

news 

(continued from page 25) 

AIGA will hold third mag clinic 

Previous magazine analysis clinics have 
achieved such popular results at the 
American Institute of Graphic Arts that 
a third is scheduled for April 20 at 7:15. 
Chairman of the meeting is Tobias Moss, 
consulting art director. The meeting will 
divide into five groups which will discuss 
ten magazines: A. I. A. Monthly, Photo- 
play Materials and Methods, Antiques; 
World’s Business, Best’s Insurance; Amer- 
ican Girl, Organic Gardening; and Mac- 
Lean’s, Luther Life. 

Martin Rosenzweig, art director of In- 
dustrial Design, will coordinate the five 
groups. Participating art directors include 
Erle Yahn, Medical Press Inc., Emma 
Landau, formerly with Butterick Pattern 
Co. and two others not yet confirmed. 

New color film 
for small cameras 

Kodak Ektachrome is a fast new color 
film for 35mm and 828 cameras. It is 
rated at approximately three times the 
speed of Kodachrome Film. It has char- 
acteristics similar to Kodachrome in 
that, when processed, it results in color 
transparencies suitable for mounting 
and projection as color slides. 

To compensate for differences in films 
Kodak has introduced special chemicals, 
known as E-2, for processing the new 
film. 

Ad art exhibition 
opens in Paris 

Art and Advertising in the World is 
the theme of an international exposi- 
tion now being held at the Pavillon de 
Marsan of the Louvre Palace in Paris. 
The exhibition, which will run until 
May 8, features outstanding examples 
of modern graphic art applied to ad- 
vertising, books and murals. 

Sponsored by the International Gra- - 
phic Alliance, the exposition has as- 
sembled works from over 70 partici- 
pants representing artists in England, 
Germany, Belgium, Denmark, United 
States, France, Holland, Italy, Japan, 
Sweden and Switzerland. It is the first 
such exposition since the graphic arts 
display at the Paris World’s Fair in 

1937- 
(continued on page 60) 
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Color has 

many voices 

The illustration your photographer cre- 
ates for you on Kodak Ektachrome Film 
has the persuasion of many tongues, many 
voices. The pulse of industry comes alive 

with a shout, the glamour of fashion with 
a whisper. Whatever your message, color 

can be a highly articulate part of it. 

Ektachrome is practically a universal 

color film for use under every condition— 
for editorial or advertising pictures—in- 

doors or outdoors—day or night. 

It has been available for several years in 

sizes to fit all studio and press cameras 
and in the familiar 620 and 120 rolls for 
on-the-spot candids. Now this famous film 

is also supplied in the 35mm 

size for slides and slide films. 
And a commercial labora- 
tory right around the corner 

will process all sizes with sur- 

prising rapidity. 

KODAK’S 5 WAYS TO COLOR FOR ADVERTISING 

1. Ektachrome Film: Superb color, brilliant or 

subtle; transparencies for photomechanical re- 

production. 2. Dye Transfer Process: You see 
your photographs on paper—as they will ap- 
pear in print—before engraving. 3. Flexichrome 

Process: Create photographs in the colors of your 

choice—from black and white, or color. 4. Ekta- 

EASTMAN KODAK COMPANY, Rochester 4, N. Y. 

color Film: The starting point for display color 
transparencies of excellent quality and any size. 

5. Kodachrome Film (35mm): Projection slides 

of exceptional sharpness. For presentations, for 

selling, or for teaching. 
Your photograplier knows how to handle 

them all. 

~ 
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(continued from page 25) 

AIGA will hold third mag clinic 

Previous magazine analysis clinics have 
achieved such popular results at the 
American Institute of Graphic Arts that 
a third is scheduled for April 20 a* 7:15. 
Chairman of the meeting is Tobias Moss, 
consulting art director. The meeting will 
divide into five groups which will discuss 
ten magazines: A. I. A. Monthly, Photo- 
play Materials and Methods, Antiques; 
World’s Business, Best’s Insurance; Amer- 
ican Girl, Organic Gardening; and Mac- 
Lean’s, Luther Life. 

Martin Rosenzweig, art director of In- 
dustrial Design, will coordinate the five 

groups. Participating art directors include 
Erle Yahn, Medical Press Inc., Emma 
Landau, formerly with Butterick Pattern 
Co. and two others not yet confirmed. 

New color film 
for small cameras 

Kodak Ektachrome is a fast new color 
film for 35mm and 828 cameras. It is 
rated at approximately three times the 
speed of Kodachrome Film. It has char- 
acteristics similar to Kodachrome in 
that, when processed, it results in color 
transparencies suitable for mounting 
and projection as color slides. 

To compensate for differences in films 

Kodak has introduced special chemicals, 
known as E-2, for processing the new 

film. 

Ad art exhibition 
opens in Paris 

Art and Advertising in the World is 
the theme of an international exposi- 
tion now being held at the Pavillon de 
Marsan of the Louvre Palace in Paris. 
The exhibition, which will run until 
May 8, features outstanding examples 
of modern graphic art applied to ad- 
vertising, books and murals. 

Sponsored by the International Gra- - 
phic Alliance, the exposition has as- 
sembled works from over 70 partici- 
pants representing artists in England, 
Germany, Belgium, Denmark, United 
States, France, Holland, Italy, Japan, 
Sweden and Switzerland. It is the first 
such exposition since the graphic arts 
display at the Paris World’s Fair in 

1937- 
(continued on page 60) 
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Color has 

many voices 

The illustration your photographer cre- 
ates for you on Kodak Ektachrome Film 
has the persuasion of many tongues, many 
voices. The pulse of industry comes alive 
with a shout, the glamour of fashion with 

a whisper. Whatever your message, color 

can be a highly articulate part of it. 

Ektachrome is practically a universal 
color film for use under every condition— 

for editorial or advertising pictures—in- 

doors or outdoors—day or night. 

It has been available for several years in 
sizes to fit all studio and press cameras 
and in the familiar 620 and 120 rolls for 

on-the-spot candids. Now this famous film 
is also supplied in the 35mm 

size for slides and slide films. 
And a commercial labora- 
tory right around the corner 

will process all sizes with sur- 

prising rapidity. 

KODAK’S 5 WAYS TO COLOR FOR ADVERTISING 

1. Ektachrome Film: Superb color, brilliant or color Film: The starting point for display color 

subtle; transparencies for photomechanical re- transparencies of excellent quality and any size. 

production. 2. Dye Transfer Process: You see 5. Kodachrome Film (35mm): Projection slides 

your photographs on paper—as they will ap- of exceptional sharpness. For presentations, for 

pear in print—before engraving. 3. Flexichrome selling, or for teaching. 
Process: Create photographs in the colors of your Your photographer knows how to handle 

choice—from black and white, or color. 4. Ekta- them all. 

EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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has Extended 

his Horizon 

With arms flung wide 

Mister S proudly describes 

his vastly enlarged occupancy. 

New equipment and processes 

further extend his scope 

and ability to serve you. 

PRODUCTION SERVICES 
FOR SALES PROMOTION 

Sales Kits © Loose Leaf Binders 
Catalog Covers © Spiral © Plastit 
Easels * Bookbinding * Presentations 
Mounting * Merchandise Displays 

Saaty elected at Artists Guild 

PLAZA 7-1820 

color 

black & white 

RETOUCHING 
Hersh-Mastro Studios Inc. 

4 W. 40th Street, New York, N. Y. 

CH 4-8864 

photography 

fashion - beauty 

748 lexington ave. new york 22, n.y. 
plaza 5 -8954 

ACRE. RETOUCHING 

helen Ge ee 
NY 16 © MU 7-2839 cast 

(continued from page 58) 

Wallace Saaty has been elected recording 
secretary of the Artists Guild. He re- 
places Judith Klein who has resigned. 

Erratum: Robinson heads AG 

“In the February issue of Studio News 
the article, ‘What are artists doing to 
achieve professional status?’ by L. F. 
Mock, President of the Artists Guild, 

should read Past President. Mr. David 

Robinson was elected President in May 
1954 and is currently holding that office.” 
Thus wrote Robert MacDonald, Vice- 
President of the Artists Guild. 

First ad on aluminum foil 
printed by letterpress 

The first advertisement printed on alu- 
minum foil ever to be used by a mass- 
circulation magazine appears in the April 
issue of Better Homes and Gardens. Now 
that the post office has lifted the restric- 
tions on use of aluminum foil for maga- 
zines mailed second class, it is expected 
that the use of such ads will be more 
wide spread. 
The ad, for Reynolds Wrap, was 

printed by high speed letterpress by 
Meredith Publishing Co. The agency was 
Buchanan & Co., New York. The job 
was printed in five colors on a foil-paper 
lamination. Transparent inks may be 
printed on the foil itself, allowing the 
foil to shine through, or may be printed 
over white, or other opaque inks, giving 
further color effects. No special inks or 
preparation is required. 

The use of printed foil gives to the 
advertiser of any metal product or foil 
package an opportunity to faithfully re- 
produce the metal itself. The foil ad is 
said to have high merchandising value 
for use as a mailing piece or for display 
purposes. 

Motivation and design groups 
join to offer new service 

The Institute for Research in Mass Mo 
tivations has joined with industrial de 
signers Lippincott & Margulies to pro 
vide a new service that will link desig: 
to the results of consumer motivatior 
studies. The two organizations will con 
tinue to operate independently in thei 

(continued on page 62) 
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ko. Finally, areal graphic arts tool! 
f 

No more costly color proofs, plate corrections, ink experiments! 
Now, COLORON, a permanent, easy-to-use tool, gives you complete control and accurate 
analysis of single and multiple color printing. COLORON predetermines the results from 
the combination of any number of colors and/or their tints. COLORON shows how these 
colors and combinations will look on colored stock, what overprinting inks or tints are 
necessary to match a given color, how the various possibilities of type (surprint, dropout, 
tinted, colored, black) will appear on the printed surface. COLORON also indicates the 
proportions of inks to be mixed for use. COLORON saves money and time for anyone 
concerned with the graphic arts. 

COLORON set C-1 contains 11 color sheets plus 1 type specimen sheet in a permanent, 
waterproof portfolio $9.50 per set 

y or write for complete descriptive 4 color folder to: 

A. |. Friedman Inc. Arthur Brown & Bro., Inc. 
20 East 49 St., N.Y. 17, N.Y. 2 West 46 St., N.Y. 36, N.Y. 

GRUMBA — How to help 

Destguers | a young artist get ahead 
WATER COLOR 

design 
"te my The next time a “young hopeful” 

poster ; wt fm asks your advice about 

% air brush a job or a raise... 

Can tell him to mail this coupon. 

“fashion-wise”’ new formula Albert Dorne 

colors _makes the colors TH 
f dry flict, smooth E FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 

and streakless. helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 

So why not tell the next young artist who comes in and 
Made especially for asks for advice to mail the coupon below. Jt will help him 

DESIGNERS get ahead faster. 

POSTER ARTISTS | Norman Rockwell FAMOUS ARTISTS SCHOOLS 
AIR BRUSH ARTISTS Stevan Stadio 41-R, Westport, Conn. 

at your ertists’ ¥ Write for Free Color Chart Peter Helck 
Al Parker 

@ product of 
Delta Brush Mfg. Corp. 

Stevan Dohanos 

GRUMBACHER——— Robert Foweet 
INC, 

482 WEST 34th ST., NEW YORK 1, N. Y. 

Austin Briggs 

Albert Dorne Zone State 

| 

Dong Kingman 

_! 
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news 

(continued from page 60) 

respective fields. Currently they are wor .- 
ing together on a project for a produc: r 
of breakfast cereals and related produc: 

Eight Chicago artists paint 
giant Heart Fund billboard 

Eight artists mounted a scaffold la:t ‘ 
month to paint a “Million Dollar Bi |- 
board” to inaugurate the 1955 Heat 
Fund Drive in Chicago. Artists parti: i- 
pating were Fred Boulton, AD and vi ¢ 
president of J. Walter Thompson; Ea:l 
Gross of Stevens-Gross Studios; Francis 
Chapin, Aaron Bohrod, Rainey Benneit, 
William Schwartz, Margo Hoff and Ray- 
mond Breinen. Each artist painted his 
own version of a heart and assisted in 
filling in the letters of the official cam- 
paign slogan, “Help your heart fund 
help your heart.” 

One of many knowledgeable talents availabe wor Car Diviion of General Motoes and 
YOUR needs. PLUS a complete Art Service geared to General Outdoor Advertising took care 

of the necessary mechanical operations. 

ery fi 

50 Books of the Year olor | 
on display at Met Museum Delta’: 

American Institute of Graphic Arts’ ggrd 
annual showing of the fifty representative [ippeciti 
books of the year are on exhibit at the Jijery p 
Metropolitan Museum of Art in New [ibrush « 
York. Selected from 700 books submitted, ork. / 
the 50 were judged to represent the high- Bow m, 

est standards of book design and produc. BR 
tion consistent with purpose and price. sets « 
The jury consisted of Jackson Burke, 3 mee 

Director of Typographic Development, ind * 
Mergenthaler Linotype Co. and Vice 
President of Canadian Linotype, Ltd.; 

Walter Howe, Director of Design and 
Typography, R. R. Donnelly & Sons; and 
Monroe Wheeler, Director of Exhibitions 

and Publications, Museum of Modern 

Art. 

Aspen design conference 
scheduled for June 

The International Design Confere: ce 
Hi / Ss is announces that the 1955 meeting will be 

held at Aspen, Colorado, June 13-18. T he 

Exclusively sign directors, art directors, artists, e:.U- 

on Dye Transfer —_ cators, manufacturers and publishers a 1d 
and Carbro Prints Winta| its purpose is to encourage better desi -n. 

( Three principles by which the con «r- 
Kennett Studio sTuoi0s ence tries to further this aim are: (1) 

139 E. 52 St. N. Y.C. Implementing communication about le: 
PL. 8-0542 sign among individuals, organizati ns 

and agencies concerned with use of g: od 
(continued on page 64) 

120 W. 50th St., New York, N.Y. PL 7-5090 
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, %CORRY FASHION PHOTOGRAPHER 270 PARK AVENUE, NEW YORK 17, N.Y. PLAZA 3-4424 
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Our business is to produce the 

Delta’s “Jewel” is designed 
lo meet the exacting 

pecifications laid down by the 
ery people who use the 

brush as a basic tool in their 

ork. A product of the finest 

‘aw materials and meticulous 
raftsmanship, Delta’s ‘Jewel’ 

eets every rigid standard 
or perfect shape, point, snap 

dnd balance. 

eltc:’s “Jewel” 

enue Selected Red Sable Water Color Brushes. 

saad 45 6789 WH 
iceE- 80 80 .90 1.00 1.20 1.50 2.00 2.50 3.25 5.00 7.00 8.00 10.00 12.50 14.50 

ar Write today for FREE booklet: “Illustration, Retouch- 
w) ing, Lettering with the Red Sable Water Color Brush”. 

it ie 

tions 

gi od 
brush mfg. corp., 119 bleecker st., new york 12, n. y. 

xacto’ knives... #1 X-ACTO KNIFE—60¢ 

essential 
#2 K-ACTO KNIFE—60¢ 

artist’ 
#5 X-ACTO KNIFE—$1.20 

#3 X-ACTO PEN-KNIFE—$1.00 

In every artist's equipment belongs an X-acto knife. 

In addition to its constant usefulness for cutting, trim- 

ming and making mats, the X-acto knife is an impor- 

tant drawing tool. It was designed for and can be 

used in many media—scratchboard, friskets, woodcuts 

and many more art projects. 

The many different blade shapes make the X-acto 

highly versatile...and blades can be quickly changed 

to keep X-acto knives always factory-sharp—always 

ready. 

Send 25c for fully illustrated, 28-page X-acto Catalog. 

48-97 Van Dam Street, Long Island City 1, N. Y. 

PROFESSIONAL PHOTO 

PRINT RETOUCHING AND 

AIR BRUSH INSTRUCTION 4 

A complete course, with necessary working materials 

and a professional air brush furnished. 

You may learn at home or, do as many others do 

and learn on the job. 

You will get the professional know-how- for photo 

montaging, superimposing, spotting, toning and many 

other phases of pictorial and mechanical retouching. 

These methods rarely available in a school or studio. 

Instructions and work criticism by one of America’s top 

retouchers. 

Avail yourself of this efficient professional course 

and increase your earning power. 

BROCHURE 
City, Zone, State 

: PROFESSIONAL ART INSTITUTE 

SEND * P.O. Box 567, Dept. AS-4, San Francisco, Calif. : 

FOR FREE 
Address H 
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news 

(continued from page 62) 

design; (2) planning and holding th: 
annual international conference; and (. ) 

publishing periodic reports on desig 
developments, significant projects affec - 
ing design activity and understanding i 1 
all fields. 

Members of the executive committe 
are R. Hunter Middleton, Ludlow Typ: - 
graph Co., Chicago, chairman; Herbe t 
Pinzke, AD of Our Wonderful Worl: , 
vice chairman; Albert L. Arenberg, Li- 

minator-Harrison; Saul Bass; Harry |.. 
Baum, Jr., Noreen Inc.; Will Burtin, A ) 
of Upjohn Co.; George D. Culler, Akroa 
Art Institute; D. S. Defenbacher, Ca i- 
fornia College of Arts and Crafts; and 
William M. Friedman, Art Institute of 
Chicago. 
To be added to the conference’s ma:l- 

ing list, write to International Design 
Conference, 220 South Michigan Avenue, 
Chicago 4, Ill. 

Tupperware art competition 
closes April 15 

The second annual Tupperware Art 
Fund competition, which provides a 
grant of three $1800 Art Fellowships 
and three $600 Honorable Mention Pur- 
chase Prize Awards, will close for entries 
on April 15. 

It is open to artists in three general 
areas: New York, Atlanta and Seattle. 
The areas change annually to give cov- 
erage to the whole country. 

Each award winner must submit one 
painting done within the past year which 
typifies the theme of the home, family 
life, community living or the region in 
which the artist lives. It will become a 
part of the permanent collection of the 
Tupperware Art Fund Museum in Or- 
lando, Florida. 

For information gn entering the com- 
petition, request application blanks from 
Tupperware Art Fund, Orlando, Floricia. 

Picture Agency Council 
explains service charges 

In a letter to picture agency clients, ‘he 
Picture Agency Council of America x- 
plained the reason for service charges as 
follows: 

“A service charge ... is for the servis 
rendered by the agency in filing, resear h- 

JOSEPH MAYER Co, Inc. ing, captioning, printing and deliver ng 
artist's materials .. . sign painter and prints to the client. It is intended to co er = 

displaymen supplies . . . silk screen only a portion of the actual exper s¢s ‘Th 
materials. Agents for The International incurred in filling the order. Service Cle 
Cutaw! - Balopticon. charges do not apply to pictures t iat 
5-9 UNION SQ. « N. Y.3 «© AL 5-7644 (continued on page 65) 
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is your “open sesame” © 

to millions of 

arresting old prints 

and pictures, 

classified for quick, 

easy selection. 

Make your next creative 

job better — the 

Bettmann way. Phone, 

write or come for 

approvals — any subject. 

Free literature. 

PLaza 8-0362 

BettmannArchive 

215 East 57 St., New York 22, N.Y. 

oseph Torch 
BARTISTS & DRAFTING SUPPLIES 

or the Studio Trade 
‘The Best for Less" —Framing & Matting 

147 W. 14th St. 
(Near 7th Ave.) C felsea 3-3634 
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agencies submit on their own initiative. 
They apply only to pictures specifically 
requested by a client. The service charge 
is deductible from the actual purchase 
of the pictures... It is impossible to ar- 
rive at a standard service charge . . . how- 
ever all responsible agencies are prepared 
to quote service charges when an order 
is placed. The service charge should not 
be confused with the holding fee. The 
holding fee is only applied when pic- 
tures, either requested or submitted, are 
held beyond a reasonable time in terms 
of their market value.” 

Offset info available 
from N. Y. Lithos 

The Use of Offset Printing for Adver- 
tising Production is a booklet offered by 
the Metropolitan Lithographers Assn., 
33 W. 42 Street, New York City 36. It 
outlines the advantages of offsét in solv- 
ing numerous production problems, gives 
detailed suggestion on handling art work 
and on planning production in order to 
use the offset process efficiently, and the 
methods of estimating plate costs. A buy- 
er’s check list of specifications is included 
as an aid in obtaining an accurate quo- 
tation. 

New luncheon program at C & 1 

Cartoonists and Illustrators Art School 
has initiated a 12:00 to 1:00 luncheon 
program. In an informal atmosphere stu- 
dents receive criticism of their work and 
direction toward job placement from 
leaders in the graphic arts field. 

Philadelphia artists exhibit 
with interior decorators 

The perfect combination for an exhi- 
bition of creative works might be the use 
of original paintings and sculpture in 
an interior decoration showroom. In 
Philadelphia the Bethlehem Furniture 
Manufacturing Corp. collaborated with 
several artists to give them the opportu- 
nity to exhibit their works in the setting 
where they would ultimately appear, and 
the decorator the chance to determine the 
proper artistic touch necessary in a 
homogeneous arrangement of furniture 
and accessories. 

Paintings, sculpture and ceramics were 
set up for judgment by a jury composed 
of Lee Gansborough, Hobson Pittman 
and Raphael Sabatini. Their evaluation 
of the work submitted was based on qual- 

(continued on page 66) 

Please accept 
absolutely 

This ACROLITE 
super creamy 

SHAVE 
BOMB 
worth 

$100 
(large size) 

For Simply Trying Your 1st Can of 

Acrolite “500” Matte Fixative 
For Pastel, Charcoal & Pencil 

(There's nothing like it anywhere!) 

a= 

TONES (= 

Sold by Leading Art Supply Stores 

Coupon Must Be Malled a 

J[ACROLITE SPRAYS 
jHiliside, N. J. 

rush ACROLITE "500" and SHAVE BOMB 

g'tee- $2.79 value) both for $1.79 which | am 

enclosing. (Sorry, no COD's or billing). 
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® Top quality opaque water colors 

® Brilliant © Mat © Permanent © Smooth i 

associated artists 
296 Boylston Street, Boston 

COmmonwealth 6-7560 

16 west 45 street, new york 19, n.y. 

photo retouching and advertising art 

leonard torray mu 17-4150 PRESIDENT 

19 East 57 Street N.Y. 2 

JS ANIMALS | 
for STOCK PHOTOS 
your first call is to— 

Photo-library « 
PL 3-3112 
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(continued from page 65) 

ity and the adaptability to a decorative 
setting. First prize of $300 went to Ben 
Kamihira; Allen Harris won the $200 

sculpture award; William Behler took 
third prize of $100 and Charles Parks 
and James C. Lueders received honorable 
mention. 
The showing is on at Decorators Fur 

niture Showroom at 1118 Walnut Street, 
Philadelphia. 

Promotion designer needed 
by Artmobile group 

Persistence, vision and enthusiasm arc 
beginning to realize an idea that th 
creative and cultural resources of our 
communities can and should be shared 

At the suggestion of UNESCO, a group 
of pioneers formed Artmobile, Inc. anc 
have worked for years, not only in New 
York State, but nationally, laying the 
foundation for a traveling exhibition of 
original art. Artmobile will take origina] 
paintings, sculpture and crafts to schools. 
The schools have been working witli 
them on the idea and are prepared to 
conduct classes and show films related 
to the exhibit as it comes to town. The 
whole community will be able to see, 
perhaps for the first time, great works 
of art in their own town. 

Artmobile, Inc. is sponsored by the 
New York State Art Teachers Association, 
The American Association of University 
Women, The New York State Teachers 
Association, and New York State Con- 
gress of Parents and Teachers. They have 
gained the support of numerous muse- 
ums, colleges, schools and art groups. 

American Institute of Graphic Arts 
workshop printed and donated the mem- 
bership card which, incidentally, may be 
obtained for two dollars from Artmobile, 
Inc., c/o Volunteer Center, 612 Loew 
Bldg., Syracuse 2, New York. 

As in most volunteer enterprises, Art- 
mobile must be supported by people who 
share their vision. At present they are 
seeking a designer who will create a 
promotion piece which will reach the 
people in the community who must sup- 
port the unit. It will tell them what tle 
organization is and how it will contribu.e 
to the cultural life of their town. It w Il 
bring in financial support, which is : Il 
that is now needed to “get the show «n 
the road.” 

Should your interest be such that yu 
will contribute your services as a (¢ 
signer, contact Miss Barbara Chapin, fF «- 
ecutive Secretary, Roger Williams Hot-l, 
28 E. 31 St., New York. MU 9-o600. 

Quick L ‘2.75 Quick Layout Set vw? 

Keep a set — open — on your tabouret! & = A 

® 

4 ‘ TALENS & SON, INC., UNION, N. J. 

I A well-balanced art service 

* 

? 

? most exacting art and 

design requirements 

WHO SPECIALIZES JOHNSTONE and 
IN COMIC STRIP CUSHING! _/ 
ADVERTISING? 

S NY. 17, NY. 
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PASTE-UPS UNLIMITED | 
200 W. 58 ST., N.Y.C. 
COLUMBUS 5-8688 

“Fast Side, West Side- 
Al around the foun” 

For Artists’ Needs 
STORES CONVENIENTLY 
LOCATED to serve you 
quickly and efficiently. 
FAIR PRICES SINCE 1868 

DISTRIBUTORS of all famous 
brands including 

ARTYPE BOURGES COLOR-AID 
GRUMBACHER « KRYLON * STRATHMORE 
WINDSOR & NEWTON © ZIP-A-TONE 

IN NEW YORK 
E. H. & A. C. FRIEDRICHS CO. 
@ 37 EAST 28th STREET 

LExington 2-0300 
e 40 EAST 43rd STREET 

MUrray Hill 2-2820 
o 140 WEST 57th STREET 

Circle 7-6607 

IN PHILADELPHIA 

HENRY H. TAWS, INC. 

@ 1527 WALNUT STREET 
Rittenhouse 6-8742 

PHONE FOR PROMPT SERVICE 
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trade talk 

ART DIRECTION CHICAGO: Earl 
Westrom. formerly 

AD at Holmes & Sherry, has joined the staff 

of E. H. Brown Advertising ... William Flem- 

ing to DeKovic-Smith Design Organization as 

associate designer and AD ... LOS ANGELES: 

Dick Lawrence to AD for J. P. Shelley & 

Assoc.; was with Besel Agency ... Edward 

Mitchell to AD, Markham-Buss Adv... . Sally 

Todd has been named queen of the 10th 

annual West Coast ad art show sponsored 

by the L. A. Art Directors Club...NEW 

YORK: John C. Spamer from Hicks and Griest 

to Mann-Ellis Inc. as associate AD... Louis 

Menna. formerly with Foote, Cone & Belding, 

and James Clark. previously with Cecil & 

Presbrey, are now ADs with Benton & Bowles 

.. AD Arnold Nodiff from Kenyon & Eckhardt 

to Erwtn, Wasey & Co.... Leonard Steinberg 

named art director of The Getschel Co.... 

Howard Wilcox, Cunningham & Walsh AD, 

worked for a week selling newspapers (it's 

a policy of the agency to have their staff 

work at point-of-sale); an ad pictured him 

behind the newsstand...Irving Margulies 

named AD at Daniel & Charles .. . Charles G. 

Weber named executive vice president and 

art director of Philip Greenhow Assoc.... 

Frank Mayo to art director of Monogram Art 

Studios... Henry Enfield rejoined Penthouse 

Studio Inc. as director of art and sales... 

George Leavitt to AD and PM of Robert Stan- 

leigh Inc....Two added at Cunningham & 

Walsh: Ben Alcock, formerly with Biow-Beirn- 

Toigo, and Juke Goodman, formerly with Saks 

Fifth Avenue... WASHINGTON, D. C.: Tom 

Huestis, now with U. S. Chamber of Com- 

merce as assistant AD...Genot Rasmussen 

now AD of Larrabee Associates... Mike 

Panich to AD for Woodward & Lathrop.. 

ART & DESIGN BRIDGEPORT, Conn.: 
Robert Lathrop now 

at 951 Park Ave., EDison 3-6756, with more 

space and enlarged staff...H. Edward Oli- 

ver, formerly with Lippincott & Margulies, 

now operating a design studio at 62 Flax 

Hill Rd., South Norwalk, Conn., TEmple 8-3721 

.. DETROIT: Barney J. Unterman to Pictorial 

Studios as production co-ordinator ...LOS 

ANGELES: Stephens Biondi DeCicco Inc. has 

opened its third office and studio at 3723 

Wilshire Blvd. With the studio are Howie 

Forsberg, Eleanor Harney, Morgan Henninger 

and Fritz Willis. Studio manager is Pete De- 

Cicco;: contact Al Getz and Le Ora Thompson 

.. NEW YORK: Frank J. Donato moved to 

6 W. 48 St., JUdson 2-3755-6-7 . . . Calligrapher 

Hollis Holland, 443 W. 21 St., has a new phone 

—MuUrray Hill 2-1327...A. Halpert Art Staff 

is now known as Halpert-Dane Studio at 19 

W. 44 St....PROVIDENCE, R. IL: David R. 

Barney named public relations director for 

NEW!!! SIMPLIFIED!!! 

CONVENIENT 

especially ee for 

“STORY 
REEL BOARD 

A handy roll of 100 panels for 

your story board sequence. Panels 

are printed with areas for video, 

audio, action and scene number. Each 

sheet is perforated (4 x 9-1/2”) in 
@ convenient dispenser box. Zip off 

1, 5, or 50 sheets at a time. Story 

sequence is easily rearranged or re- 

vised. The highest quality translucent 

type paper in the ‘“‘Reel Storyboard" 

is receptive to almost any medium. 

FOLD-0-FOLIO 

The Companion of the “Reel 
Storyboard", holds as many as nec- 
essary for story, accordioned, folds 
neatly for filing or mailing. Title 
block on front of leatherette cover 
for client presentation. 

TELE-VISIBLE 
mmm FIELD PAD 

The Tele-Visibie field 
pad has T.V. screen 
Proportions printed on 

front cover with holes at corners. 
Simply place the point of your pencil 
in the holes at the corners of each 
of the areas. This will define each 
area accurately, (Full Field, Scanning 
Area and Safe Area). 

Sold at leading art supply stores 
write for descriptive brochures. 

paper company, inc. 
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IMAGE PROJECTOR 

THE MOST VERSATILE 
IMAGE PROJECTOR 
MONEY CAN BUY! 

COMPARE THESE FEATURES! 

Trace-Rite projects images of photos, trans- 
parencies or 3-dimensional objects directly 
te your layout, artwork or other working 

surface, eliminates time-wasting double 
tracing and expensive photostating. The 
Trace-Rite offers copy and drawing board 
space for a 40"x30" illustration board. The 
powerful Rapter Lens guarantees sharp, 
clear images with no distortion or fuzzy 
edges. Trace-Rite reduces down to 4 size, 
enlarges up to 34 times size. Wall projec- 
tion permits tracing up to 12 times size. 
Operator works in natural drawing position 
at finger touch control. Opaque glass in- 
sert in drawing board serves as light table. 
Overall size 81” x 24” x 69”. Light shield 
furnished. For further information write: 

TRACE-RITE INC. 
317 BLVD. BLDG. + DETROIT 2, MICH. 

SAMERJAN 
80 W. 40th st 

Smith-Tepper-Sundberg Inc. with offices at 

802 Montgomery St. ... WASHINGTON, D. C.: 

John MacLeod & Assoc. moved to 1524 K 

Street, N.W....Creative Arts Studio moved 

to larger quarters in the Redskin Bldg., 9th & 

H St., N.W.... 

AGENCIES BOSTON: Sol Sackel has re- 
signed from General Tire & 

Rubber Co. to form The Sackel Company, 

Inc., advertising ... CLEVELAND: New offices 

for John Duffy Co. at 1222 Prospect Ave. 

feature more space ... DALLAS: Chet Fowler 

has opened B&B Advertising Agency ...DES 

MOINES: Russell J. Truppe has opened his 

own company, R. J. Truppe Advertising. at 

649 Insurance Exchange Bldg... INDIANAP- 

OLIS: G. A. Saas & Co. and L. G. Sogard & 

Co. have merged...KANSAS CITY: Town- 

send-Williams Inc. from 604 Merchandise 

Mart to 2836 Main...LOS ANGELES: Peck 

Advertising opened an office at 421 South 

Western Avenue...Doyle Dane Bernbach 

moved to 606 S. Hobart Ave.... NEW YORK: 

Kaplan & Bruck became the Kaplan Agency 

.. Fred Gardner Co. moved to 50 E. 42 St. 

.. Alfred Auerbach Assoc. now at 4 E. 53 St. 

..E. A. Korchnoy formed at 10 E. 49 St. 

..The G. M. Basford and Sterling Adv. 

joined services...E. Taylor Wertheim from 

299 Madison Ave. to 347 Madison Ave.... 

Merit Advertising to 255 W. 34 St.... Joseph 

Katz Co. from 488 Madison Ave. to 555 Fifth 

Ave. ... PHILADELPHIA: Benjamin Katz 

Agency from 1512 Walnut St. to 1820 Spruce 

..Raymond A. Sholl & Co. from 100 S. 

Broad St., Phila., to 26 Hampden Rd., Upper 

Darby, Pa.... RAPID CITY, S.D.: William H. 

Douglas Advertising has been formed at the 

J. C. Penney Bldg. ... TORONTO: New 

agency, McCauley. Knight Advertising. 

formed. WELLESLEY, Mass.: Randolph As- 

soc. formed at 572 Washington St.... 

ADVERTISING Marvin Tabak ap- 

PROMOTION pointed advertising 

manager of the All- 

metal Screw Products Co., Garden City, 

L. I... . Joseph W. Mondello to Beacon Studios 

as SPM and account executive... Richard 

G. Williams has joined the Frank H. Lee 

Co. of Danbury, Conn., as v.p. in charge of 

sales and advertising...George R. Bason 

to assistant AM of American Brake Shoe Co. 

.. Clarke C. Hambley upped to AM of Price 

Matchabelli Inc....Robert P. Young. Jr. 

elected a director and v.p. in charge of adver- 

tising of Golden Gift Inc. ... Robert L. Moore, 

Jr. to director of advertising and public rela- 

tions for Sheraton Corp. of America... Rich- 

ard S. Lowell. formerly AM, to director of 

sales promotion and advertising, United 

States Plywood Corp., New York, succeeding 

hm is former assistant AM, John R. Thomp- 

son...Thomas Mitchell. formerly SPM and 

AM, Interwoven Stocking Co., now AM and 

SALE! 
SAVE MONEY ON 
FINEST QUALITY 
GENUINE WHATMAN BOARD 

DURING OUR 
INVENTORY SALE! 

All perfect sheets — but not standard size 

Size Surface Regular Price 
19x27” C.P. (Cold Pressed) .................. 1.65 Sheet 
19x27” No. 1 (Medium) ......... 

C.P. (Cold Pressed) .. 

Mo. 1 (195 Ib. peper) 

No. 1 (210 tb. paper) 
28x42" C.P. (210 Ib. paper) 

No. 1 (210 Ib. paper) .... 

AT THESE DISCOUNTS! 
Dozen Sheets—Less 20%, 

6 Doz. Sheets—Less 25%, 

12 Doz. Sheets—Less '/,rd 

America’s Largest 
Art Supply Center 

ARTHUR BROWN 
& BRO., INC. 

2 W. 46th St., New York 36, N. Y. 

28x42" 

IT’S NEW! IT’S A BEAUTY! 

The World’s Most Modern Dispenser 
Can’t tip—can’t stick —can’t drip. 
No adjustment —big brush always 
reaches rubber cement. Handy grip- 
top; seals tight by finger pressure. 

ONLY At your dealer or direct 

The HABERULE Co. 
Box $245 « Wilton, Conn. 

5 

Quality 
FOR YOUR 
EXACTING 
JSOBSeee 

MATTE 
GLOSSY 
STIPPLE for 
WATER COLOR 

AMERICAN BLUEPRINT 
7 EAST 47TH STREET-PLAZAI-2240 -NEW YORK 

PLANTS 

630 FIFTH AVE 

299 MADISON 

241 EAST 44th ST 

7 EAST 47th ST. 
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SPM of Burlington Industries Inc., Hosiery 

division also named at Burlington are John 

K. Hanson to AM of Pacific Mills, and Wil- 

liam L. Moore to promotion manager... John 

E. Sperzel named director of advertising and 

sales promotion, Consolidated Cigar Sales 

Co.... William E. Fagen to Mohr Associates, 

New York, as director of publicity and pub- 

lic relations...Sharpe & Dohme division of 

Merck & Co. named John A. Wells adv. di- 

rector .. . Frankfort Distillers appointed Ralph 

W. Reese director of advertising, sales pro 

motion and trade relations and Bradley 

Houghton SPM...Robert J. Franklin, for- 

merly assistant AM, now advertising and 

sales manager at Dant Distillers Co... .Jay 

Steiner upped to AM and SPM, F. J. Stokes 

Machine Co., Phila....Robert Angelus to 

merchandising and advertising manager, 

O-Cel-O division of General Mills. ..James 
W. Robertson, formerly AM, Necchi Sewing 

Machine Co., now AM and SPM at Valspar 

Corp.... Milt Sherman to advertising and 

sales promotion director for Raytone Screen 

Corp. of Brooklyn, with offices in Chicago... 

Richard H. Koehler appointed director of 

advertising and publicity for Westinghouse 

Air Brake Co....Saks Fifth Ave. promoted 

Frank Beilin to AM...Stuart D. Watson tc 

advertising and merchandising director of 

S. C. Johnson & Son of Racine, Wisc.... 

James P. Lunn to AM and SPM and Robert 

P. Aitkin to manager of market research, 

National Dairy Products Corp... . William H. 

Collins, formerly director of advertising, 

Dravo Corp., Pittsburgh, now AM, Standard 

Vacuum Oil Co....H. Milton Gurwitz, for- 

merly national sales promotion manager, 

Melrose Distillers div., Schenley Industries, 

now SPM, Jacob Ruppert Brewery ... Three 

promotions at Thomas J. Lipton: Harold L. 

Suttle to v.p. in charge of sales; William B. 

Smith to v.p. in charge of advertising; M. A. 

Reilly to v.p. in charge of marketing... 

George Bowen named AM, Robert Gair Co. 

. Donald B. Smith to director of appliance 

nd laundry advertising and sales promo- 

on for Crosley and Bendix Home Appliances 

‘ivisions of Avco Mfg. Corp.... Norbert A. 

“onsidine, Jr. apointed director of advertising 

nd sales promotion at Blue Bell Inc. .. . Paul 

\. Deegan to director of advertising for 

efense and industrial sales organization of 

\weo Mfg. Corp....Edward L. Grant, for- 

ierly AD, to AM for Hercules Powder Co., 

Vilmington... Alex C. Furtwangler ap- 

ointed manager of advertising and merchan- 

ising, Martin-Senour Co., Chicago... Eldon 

% Fox upped to director of advertising 

nd sales promotion, Minneapolis-Honeywell 

‘egulator Co....Fred W. Adams, formerly 

\M, Willys Motors Inc., Toledo, now AM, 

Vash Motors division, Nash-Kelvinator Corp. 

.. Theodore R. Colville, previously AM, 

yton Jackson Co., now AM and SPM, U. S., 

pring & Bumper Co., L.A....Kenneth J. 
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Techni-Process 
presents 

ELONGATED 
LATIN 
Techni-Process Lettering 

305 EAST 45th ST. - MU 44-7981 

IN LOS ANGELES 

LuV 

FRED KOPP 

DUNKIRK 9-3118 
_ 3107 BEVERLY BLVD; 

_ LOS ANGELES 57, CALIFORNIA 

Kurt H. Volk, Inc. 
TYPOGRAPHERS 

228 East 45th Street 

New York 17,N.Y. 

way’s standard 
viewers 

Used by 25 leading 

New York color plate makers 

Write for information 

Chappaqua, N. Y. 

As You Like It 
FROM ONE SHOT OR 
SEPARATION NEGATIVES 
OR TRANSPARENCIES 
EITHER FACSIMILE OR 
EXTENSIVE ALTERATION 

COLOR 
LABORATORY 

149 WEST S4th STREET, 

Circle 7-1747 
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We are not alone 

There are plenty of studios beside Tosca that 
can offer real talent, because New York is full 

of good layout and lettering men, illustrators, 
retouchers and mechanical men. 

But there are not many studios placing equal 
emphasis on service in terms of absolute prompt- 
ness, dependability and intelligent interpreta- 
tion. In fact, some Art Directors claim there are 

not more than a dozen in this category. 

We’re proud to be on such a select list. 

TOSCA STUDIOS 
Art and Photography 

MU 7-2172 

* « 

Call Tosca for fine, fast service 

WE speak 

graphic 

/ language 

oe 

cer” 

- 

studios 
plaza 7-5166 

ART PERSONNEL EXECUTIVE 
FLEXICHROMES Our expanding art department requires a promo- 

tion minded art personnel man (or woman) to 
recruit, screen and place all types of co:mercial 
art talent for jobs with ad agencies, studios or 

publications. Intimate knowledge of New York 
commercial art field plus strong, likeable person- 

GEORGE E. WILDNER 
MURRAY HILL 3-534) 

ality a must. Experience as an art buyer or art rep 
desirable. Excellent working conditions with per- 
sonnel agency that places more art talent than 

any other organization. Phone or write Frank 
Bowling, Art Dept. Mgr. 

service thru local representatives. 

JOBS UNLIMITED SKOKIE Ars Co., INC. 
Advertising Personnel e Jerry Fields, Director Morton Gove. — 9.5010 
16 East 50th Street PL 3-4123 New York Phone MUrray Hill 20149 

COLOR PRINTS 
Inexpensive machine run 
prints—Fast service—Accurate oun 
reproductions from artwork, direct 
separations or transparencies. Any 
= from 10 to 1000. Immediate 

Forbes, formerly director of sales and adver- 

tising, Bovril Ltd., Montreal, is v.p. in charge 

of sales and advertising, Habitant Foods 

Ltd.... Norman Rowe. formerly a v.p. at 

Allman Advertising Co., to director of adver- 

tising and sales, Fruehauf Trailer Co., Detroit 

... Richard Baker from AM and SPM to 

public relations director and special assist- 

ant to the resident, Ansul Chemical Co., Mar- 

inette, Wisc.; Brad Sebstad was named AM 

... William J. Young upped to assistant AM 

of Chrysler Corp. of Canada, Windsor... 

Allan M. Wyman appointed director of ad- 

vertising and sales promotion, Magic Chef 

Inc., St. Louis. Was president of Smithson, 

Wyman & Withenbury, Cincinnati. . 

Changes at Kraft Foods Co., Chicago: 

Charles G. Wright, formerly v.p. in charge 

of sales to v.p. in charge of sales and adver- 

tising: Tad Jeffrey to AM; John B. McLaugh- 

lin to director of sales and advertising . . 

Indiana Glass Co., Muncie, appointed Doro- 

thy Hartley AM and SPM...Edward A. 

More to Formica Co. as AM; was with Wes- 

tinghouse Electric...J. W. Rietzke, formerly 

with Revko Corp., Deerfield, Mich., to AM 

and promotion manager, Hettrick Mfg. Co.. 

Toledo...Trade Association Management, 

Exhibit Producers & Designers Assn., Na- 

tional Visual Presentation Assn. have moved 

their offices to 135 E. 44 St., New York... 

CAMPAIGNS international Harvester 
increased their ad cam- 

paign which will cost “several millions” to 

gain bigger place in refrigeration market 

...Ekco Products Co. raised its ad budget 

by 15%, using 65 dailies and 18 national 

magazines ...Eight new major market areas 

have been added to the ad campaign for 

Norwegian Canners Assoc.—in newspapers 

and on radio and tv... Kentile Inc. stepped 

up its national advertising by 24% ... Amelia 

Earhart Luggage of Newark. N.J.. expanded 

its spring and summer advertising in class 

magazines, with heavy p.o.p and radio and 

tv material available to dealers. Daniel & 

Charles is the agency...Calkins & Holden 

announces three campaigns in the works-- 

Oakite Products, Karastan Rugs and Fielc- 

crest Mills for Royal Velvet towels... 

Parker Pen Co. and Scripto Inc., Atlantc, 

will exchange formulas and other inform: - 

tion to market liquid graphite pencils; bot 

will usé the Parker trademark ...Necch- 

Elna Sewing Machine Sales Corp. plans ‘> 

spend $4,500,000 this year in magazines, t., 

radio, newspapers, displays aimed at hel: - 

ing the dealer also started a dealers sal: s 

contest offering $150,000 in prizes ... Ower :- 

Corning-Fiberglass will spend $3,000,000 o 

promote its Fiberglass name. McCann-Eric :- 

son, Detroit, is the agency ...campaign hs 

broken for Gold Seal Jackstraw linolev 2 

(Congoleum-Nairn) with color pages in L e 

and Better Homes & Gardens —throu h 
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{cCann-Erickson ... Batten, Barton, Durstine 

Osborn launched Schenley’s campaign for 

s Schenley 12-year-old did Schenley Cham- 

ion, Schenley Reserve and Canadian Schen- 

»y OFC. 11 national magazines and 300 

ewspapers will be used, supplemented by 

utdoor and transportation advertising... 

roctor & Gamble’s new fluorine-base denti- 

‘rice, Crest. is breaking into advertising this 

spring .. . Elgin American has introduced a 

new fully automatic lighter ...Coca-Cola is 

ushing sales of their new premixed Coke 

1 portable pressurized containers which will 

-liminate the need for bottles at sports gath- 

erings; $15-million will be spent this year 

end campaign will feature high fashion 

models photographed in color... 

Jack Ward Color PHOTOGRAPHY 
Service to 202 E. 

44th St., NYC, MU 7-1396, move more than 

doubles space...Albert Gommi Studio, 

food photograher, has made their second 

expansion in three years with a new 5600 

sq. ft. studio at 305 E. 47 St., NYC, EL 5-7650 

...Nick Muray has just finished photo- 

graphing the Robert Woods Bliss Collection 

at the National Art Galleries in Washington. 

Pictures will appear in 150 full-color pages 

in book to be published this Fall. Collection 

includes Inca, Mayan, pre-Colombian and 

Aztec art of the Americas... Murray Duitz 

has moved to néw quarters at 4 E. 44 St., 

NYC...Manny Rey, formerly art director of 

Transfilm Inc., has formed Visualscope Inc. 

at 103 Park Ave., a commercial film produc- 

ing firm... Americans in the photographic 

business who plan to visit the “Exposition 

Biennale de la Photographie et du Cinema” 

ir Paris, May 4-16, should order identity 

cards now: Bill Preston, J.W.T., 420 Lexing- 

ton Ave., NYC... William Read Woodfield 

now represented by Free-Lance Photog- 

rophers Guild. 62 W. 45 St., NYC, MU 7- 

0045... 

TELEVISION _ Frank R. Lowe to produc- 

tion assistant in the radio 

and tv dept. of Anderson & Cairns... At 

William H. Weintraub, Robert L Bergmann 

tc producer-director for tv and Stanley J. 

Lecey to tv art director... Paul Seckel 

med tv art director at Grey Adv. ... Geyer 

A.vertising appointed Robert J. Clarke tv 

c: director... James C. Shelby. formerly 

c.,ector of tv and radio, Chicago’s McCann- 

E-:ckson, now v.p. and tv director at MacFar- 

lend, Aveyard & Co., Chicago... Kling Film 

F-oductions promoted Jack Fenimore to pro- 

coction manager... Al Morey. an old timer 

i» tv and show business, has joined Kling 

Fm Productions as an account executive... . 

MEDIA Journal of Living will merge 
with Lifetime Living magazine 

in May. The latter will be the publisher, with 

olices at 575 Madison Ave. Both names will 
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LEXICHROME | 
COMMERCIAL PHOTOGRAPHY - 14 EAST 39th ST. - MU 5-1864 = 
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GEORGE E. WILDNER 

MURRAY HILL 3-5341 

our own art newsletter? 

Free, of course. ctyles for every need 

FILMOTYPE 

display type 

A. 1. Friedman inc. 

20 E. 49 St., NewYork 17 CHICAGO 
NEW VORK 
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/mask-o- 
made the velox for this cut 

Call Miss Platt °° 
CAnal 6-8440 

7A Huntington Station 
ng Island, N.Y. 

ngton 4-8260 

be continued. Advertising and editorial staffs 
will combine.... Picture Week has been 

launched by Pocket Magazines Inc., pub- 

lishers of Tempo and Quick. Initial circulation 

will be 100,000... five other new magazines: 

The Georgia Farmer (Atlanta); Evening Out. 

Rubin & Cahn, 437 Sterling St. Brooklyn 25; 

Christian Bookseller. 434 S. Wakash Ave., 

Chicago; Cleaning Laundry Supplier. The 

Cahir Publishing Co., 1114 First Ave., New 
York; and Small Boat Dealer. Aarms Pub- 

lications, Ridgewood, N. J. 

PRODUCTION. M. B. Fauerbach 
named production 

manager at the Kloppner Co. . . . Fred S. Mal- 

colm and Asher H. Aron numed vice presi- 

dents at Davis, Delaney, Inc., printers... 

Norman S. Lampert. prod. mgr. of Charles 

W. Hoyt Co., New York, has been named a 

vice president...Stanley B. Weiss to pro- 

duction manager of Walker B. Sheriff Inc., 

Chicago ... Peerless Hill, Inc., photoen- 

gravers, moved to 180 Varick St... . Paul 

Vennick, formerly AD for Simplicity Pattern 

Co., has been appointed production man- 

ager of the company ... Photopress Inc. now 

at Congress Street Expressway at Gradner 

Road in Broadview, Ill. Chicago telephone 

number is CO 1-1420; local telephone ~ is 

FI 5-0600... 

TYPOGRAPHY Walter T. Armstrong 
Inc. board of directors 

is now composed of Walter T. Armstrong. 

chairman and treasurer; John H. McNeill, 
president, William C. Frambes. vice presi- 

eent and secretary and Anthony N. Bruno, 

vice president... Rapid Typographers Inc. 

305 E. 46 St., New York, has added Hellenic 

Wide and Latin Wide type faces . . . Peter M. 

Kroon has been made v.p. of Amsterdam 

Continental. 

Associated Am 

NO TYPE USED 
IN THIS AD! 

Anyone in your office can set perfect head- 
lines, body text, with Fototype. Styles, sizes for 
every job—house organs, ads, direct mail, cata- 

logs, brochures — even letterheads! Easy, fast. 
(A stenographer set this entire ad!) Cuts type 
costs by as much as 90%. Clean, sharp charac- 
ters, ready for offset or silk screen reproduction. 

Send for free catalog today! 

B.J. KOLBER CO., Eastern Distributors 
106 Gold St. WO-4-2738 New York 38 

1402 Roscoe Street 
CHICAGO 13 

It’s not only the type face... 

but the way it’s handled . 

e Colorstats 

e Flexichrome 

EL 5-6740 344 East 49 
EXHIBITIONS 

Artists Galleries: Apr. 

4-21, sculpture by Jason Seley; Apr. 11-30, 

Samuel Rosenberg, recent paintings... A. L 

Friedman. Inc.: April, paintings and graphic 

illustrations by Lionel Stern . . . Lucien Gold- 

schmidt: thru April 30, paintings, drawings 

and prints of Jacques Villon, some of which 

have never been shown before...Mi Chou 

Gallery: thru April 30, color woodcut prints 

by Seong Moy...Museum of Modern Art: 

thru Apr. 24, 15 paintings by 19th century 

French masters (Delacroix, Daumier, Bazille, 

Courbet, Manet, Degas, Monet, Renoir, Gau- 

guin, Cezanne, Seurat, Corot, Rousseau, Tou- 

louse-Lautrec and Gericault; Apr. 13-June 12, 

Textiles and Jewelry from India; thru May 

8, Family of Man, photography; April 20, 

new talent exhibition, in the Penthouse, with 

prints by Richard O. Tyler, paintings by Tom 

Benrimo and sculpture by Hugh R. Townley 

...New York Public Library: Apr. 17, Form, 
Color, Line—7th Century to Picasso... 

FREE CATALOG!) 
NOW AVAILABLE! 

The most complete catalog of its kind ever 

published! Artists’ Supplies, Silk Screen and 
Sign Supplies—Thousands of items listed! 

Request must be on your company letterhead. 

Write to Dept. AD-4 

“THE OHIO ART MATERIALS CO. 
2174 E 9th St Cleveland 15. Ohic 

For ADVERTISING aR 
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PERSONALS Arthur Eckstein of Eck- 
stein Studios has a baby 

soy, Mark Ernest, born February 16... Latest 

iddition to the Ralph Danziger family, Thad- 

deus, arrived Feb. 23. Danziger is ad direc- 

‘or of Toy Guidance Council and has four 

other children... Alan J. Broder, art director 

of Bruce S. Leech Inc., NYC, is engaged to 

Miss Kim Garfield, of the publicity staff of 

MGM. A June wedding is planned... 

DEATHS _ George A. Gibbons, illustrator 
of Walton & Hoke Studio, well- 

known artist in both Washington and Phila- 

delphia, died of a heart attack ...Charles S. 

White, one of the few remaining professional 

copperplate printers, died at the age of 78. 

He practiced his art at The Etching Craft 

studio in New York... Alfred E. Freude- 

mann, former art director of Paramount 

Pictures and Portrait artist, died at the age 

of 65... Frank Stokes, 96, died after a brief 

illness. He is known for his paintings done 

while on expedition to the Arctic and Ant- 

arctic with Admiral Peary and other ex- 

plorers...W. B. Van Ingen’s 96 years were 

marked by his many murals for state capi- 

tols, post offices, state houses and his partici- 

pation in art organizations in New York and 

Philadelphia...John J. Deviny, 72-year-old 

printer, was former head of the Bureau of 

Engraving and Public Printer of the United 

States... 

what’s new 

(continued from page 18) 

HOW TO TAKE BETTER KODACHROME PICTURES. 
Kodak publication about color slides. It 
\eals only with use of Kodachrome Film 
vutdoors in daylight, use of synchronized 
‘lash and taking pictures indoors with 
jash or flood illumination. Illustrated 
a color and contains diagrams and ex- 
osure tables. 35c. Editorial Service Bu- 
eau, Eastman Kodak Co,, Rochester 4. 

“RESSURE-SENSITIVE COLOR BACKGROUND PA- 

eR. Visutak Color Paper is backed with 
sressure-sensitive adhesive. It comes in 
8” x 26” sheets which have flat non- 
lare surfaces. Sheets will take pencil, 
nk, poster and tempera colors and will 
ot wrinkle or curl. Rubber cement 
narks are eliminated. There are 15, col- 
rs available. A swatch book may be 
1ad from SanLu Art Supply, 1165, Broad- 
way, New York 1. 
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ELoorano 59-3985 
145 EAST 52nd STREET 

DIG THIS.. 
industrial art 

!exingto 

NEW YORK 22, N. Y. 

STATS 
ACETATE 

Another NEW addition to the 
many services offered by 

ADMASTER PRINTS, inc. 
1168 - 6th AVENUE, N. Y. 
STATS - PHOTOPRINTS - SLIDES 

WANTED 
NONE BUT THE BEST 

lynn studios + advertising artists 

343 lexington ave. « lexington 2-6533 
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Art Director & Studio News 

bookshelf 
The AD&SN bookshelf makes it easy for readers 

to buy, at list price, the best books of current interest 

to the art professional and advertising manager. 

NEW BOOKS 

105. Color Guide for Marketing Media by 
Lovis Cheskin. Methods of achieving 

effectiveness in packaging, advertising and 

other marketing media. Color charts are in- 

cluded. Nature and psychological aspects 

of color, techniques for testing color and 

design effectiveness as marketing tools. In- 

struction as to preparation of art—including 

color photography, engraving and printing— 

are presented. $5.00. 

106. Chinese Calligraphy by Chiang Yee. 

Deals with the origin and construction 

of Chinese characters, styles, techniques, 

strokes, composition, training and the rela- 

tions between calligraphy and other forms 

of Chinese art. The author gives thoughtful 

consideration to the aesthetics of the visual 

beauty of words and their formation. 230 

pages, fully indexed, 6 plates and 155 text 

illustrations. $6.00. 

ANNUALS 

83. International Poster Annual, 1954. Edited 
by Arthur Niggli and W. H. Aliner. 488 

posters from 24 countries, mostly in black and 
white. Artists, advertisers, agencies and printers 

are indexed. Stimulating visual record of posters 
throughout the world. $10.95. 

84. The Penrose Annual, Vol. 48, 1954. Edited 
by R. B. Fishenden. Solid technical data on 

new reproduction processes, complete with full 
color illustrations. Articles cover negative mate- 
rials with built in screen, ferro-magnetography, 
Xerography, Klischograph Engraving Machine, 
Monophoto, teletypesetter for book work, dry 
offset, ungrained metal plates for offset, photo- 
graphic color proofs, aniline printing, and a host 
of other technical information. $9.50. 

91. Graphis Annual, 1954/55. Edited by Walter 
Herdeg and Charles Rosner. 3rd volume of 

the encyclopedia of international advertising art 
presents a pictorial survey of printed publicity of 

19 countries. 710 illustrations, 66 in color, are 
accompanied by running commentary in three 
languages. Cloth bound. $12.50. 

94. 33rd Annual of Advertising and Editorial 
Art. To be published December 6 for the 

New York Art Directors Club. Contains the best 
in American advertising and editorial art, as 
shown in the 33rd Annual Exhibition last spring. 
$12.50. 

ART 

103. An Atlas of for Artists. 
Fritz Schider. 1955 edition enlarged to in- 

clude 300 figure studies by leonardo, Michel- 
angelo, Rubens, Degas, Rimmer, Vesalius and 
ten other masters. Contains more than 500 pic- 

tures of the human form. Special section contains 

nude-model action shots and photographic studies 
of growing children. $6. 

DISPLAYS 

100. Point of Purchase Cardboard Displays by 
Victor Strauss. A definitive work written in 

the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 

LAYOUT 

87. Advertising Layout. William Longyear. An 
informative and stimulating explanation on 

how to create ad layouts that make people stop, 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 

LETTERING, CALLIGRAPHY 

96. 101 Alphabets by Hunt & Hunt. Manuva! of 
lettering styles showing more than 100 styles 

ranging from Roman to modern. $3.75. 

104. The First Writing Book, Arrighi’s Operina. 
John Howard Benson. A facsimile and trans-. 

lation of the first and finest handwriting manual 
of the Chancery hand, written by Ludovico degli 
Arrighi in the 16th century. Mr. Benson has sup- 
plied notes and translation and written the book 

in a hand based on the original. $2.50. 

19. 750 Designs, Borders, Backgrounds, Tints 
and Patterns, H. 8B. Coffin. All illustrations 

can be cut out or copied without permission. 
$4.50. 

52. 3000 Pictures, grouped according to classi- 
fication from Agriculture to Zoology. In- 

cludes diagrams and dictionary style legends. 
$3.00. 

60. Picture Encyclopedia. 164 pages, 
illustrations, mostly line drawings, 

variety of subjects, legends. $15.00. 

102. Layout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 

of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 

24,000 
wide 

31. Designing for TV, Robert J. Wade. Text 
plus 200 illustrations tell TV artist about 

scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 

98. Staging TV Programs and Commercials by 
Robert J. Wade. A solid factual, illustrated 

package of know-how on planning and executing 
sets, props, production facilities. Covers staging, 
scenic construction, lighting, special effects, 
graphics. Written for the pro by an AD and TV 
production man. $6.50. 

80. The Airbrush Technique of Photographic 
Retouching. Walter S. King and Alfred L. 

Slade. Both those who know its uses and those 
who are unfamiliar with airbrush techniques will 
benefit from this clear, well illustrated manual. 
Numerous photographs show how and when to 
use the airbrush, how to retouch photographs and 
much technical information. 118 pages, paperback 
with looseleaf binding. $9.50. 

PRODUCTION 

101. The T of Advertising Production. 
Thomas Blaine Stanley. Second Edition. 

Up-to-date revision of a basic text which is 
packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personnel. 
Indexed. $6.75. 

COPYFITTING 

42. Streamlined Copy-fitting. Arthur B. Lee. 
1954-55 edition of this manual, now 64 

pages, contains character count for more than 
1450 faces, including caps and small caps. All 
necessary scales are on one master gauge. $5.95. 

Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 

and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 

ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 

74. American Slogans, 1952-53. William Sun- 
ners. 13,000 slogans and phrases intended 

to help advertiser and agency determine what 
slogans are already in use and to give new 
ideas. Includes British slogans and others. Listed 
alphabetically under divisions with source of 
slogan in each case. Complete index. $7.50. 

' 

: ART DIRECTOR & STUDIO NEWS 

: 43 E. 49th Street, New York 17, N. Y. Amt. Encl. $. 

‘ Please send me, postpaid, the books corresponding to numbers circled below. 

4 "9 31 42 52 60 74 79 80 83 84 87 91 

94 9% 98 100 101 102 103 104 105 106 

4/55 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City délivery. 

Name and Firm. 

. City. Zone. State 

If you want a book not listed, send your order and we will try to get it for you. 
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FLEXICHROM| 

SERVICE 

DEPENDABILITY 

UNLIMITED PRINT SIZE 

SAVE TIME WITH 
THE RIGHT PRINT 

TECH PHOTO LABS. 
14 EAST 39th N.Y.C. MU 3-5052 

save time with... 

RUBBER CEMENT 

Artists and production departments find 
StaSet practical, efficient and economical. Al- 
ways a flat firm bond; dries quickly and 
never wrinkles paper. 

StaSet may be used single surface or dou- 
ble surface effectively. Excess rubs off easily. 
Assures fast, neat paste-ups and mounting. 

Sold at better art supply stores everywhere. 

INSIST ON GENUINE Staset 

THE’ MONET COMPANY 
43 South Avenue, ® Fanwood, N. J. 
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booknotes 

ART FOR THE FAMILY. Victor D’Amico, Frances 

Wilson and Moreen Maser. The Museum of 

Modern Art. Distributed by Simon & Schuster. 

$2.95. 

Aimed at the hobby painter, adults and 
children, to give inspiration, guidance 
in choosing means of expression, mate- 
rials, and subject matter. Some ele- 

mentary principles of techniques in 
painting and sculpture, including mo- 
biles. Advocates a family art gallery. 
195 illustrations. 

AN ATLAS OF ANATOMY FOR ARTISTS. Fritz 

Schider. Dover. $6. 

1955 edition is increased with the addi- 
tion of goo figure studies by Leonardo, 
Michelangelo, Rubens, Degas, Rimmer, 

Vesalius and ten other masters of the 
human form. Contains more than 500 
pictures. 
Two other features have been added: 

Eadweard Muybridge’s nude-model ac- 
tion photographs and Nancy Bayley’s 
photographic studies of growing chil- 
dren. 

STEREO PHOTOGRAPHY. Peter Gowland. Little 
Technical Library Series. Crown. $1.00. 

Film data and filter information, light- 
ing, flash, mounting, viewers are some 
of the areas covered in this brief, handy 
little book. 

HOW TO PHOTOGRAPH WOMEN. Peter Gow- 

land. Crown. $2.95. Deluxe edition. 

Information and suggestions on lighting, 
posing the model, background, film ex- 
posure, and otlier problems encountered 
in interior and exterior photography of 
the female form. Charts and tables give 
concise information. Profusely _ illus- 
trated. 

1955 PHOTOGRAPHY ANNUAL. A Selection of 
the World’s Greatest Photographs by the Edi- 

tors of Photography Magazine. $1.00. 

The new edition is divided into three 
parts: Making Pictures, Color Photogra- 
phy Today—a Symposium, and Seeing 
Pictures. In the Color section there are 
24 pages of full-color reproductions. 
The photographs are grouped to ex- 

emplify various techniques and proce- 
dures--such as, use of daylight and night- 
light, lens stops, shutter speeds, camera 
angles, texture, composition. 

prisma-scope 
time savers | 

For illustrators, layout, lettering, merchandise- 
and production artists. Prisma-Scope is a 
practical “lucy” with an extra large, optically 
perfect prism. Gives the clearest image. The 
rotating lens wheel contains 7 extra large 
lenses to eliminate distortion. Four . 
lenses to enlarge up to 

NEW LOW PRICE 

The lenses are held securely in the rotating 
wheel —always in the right order, free from 
fingerprints, safe from breakage and never 
mislaid or lost. Adjusting guide on steel base 
eliminates guesswork. Once you use the 
Prisma-Scope you'll never be satisfied 
with any other “lucy.” 

prisma-scope 
adjustable copyboard 
The perfect tacking surface for all 
types of copy. Easy to move up or 
down with a slight turn of the 
adjustable knob. This rigid board 
is made of Armstrong's Bulletin 
Cork. Steel frame—sturdy half- 
inch chrome plated legs. Model 
C-100 $27.50 Postpaid. 

prisma-scope laboratories 
3151 East Colorado Boulevard, Pasadena 8, California 
Write for Free Catalog 

X16048 . . . one of the thousands of our stock pictures 
for $15, with $5 off if you use our credit line. 

did you say 

“STOCK”? 
Yes, Baby, Startling Stock Pictures From 

UNDERWOOD & UNDERWOOD 
ILLUSTRATION STUDIOS INC. 

Send $1.00 for 9th Edition Catalog to 

319 E. 44, New York 17, 646 WN. Mi Chicage 11 
Tel. MU 4-5400 Tel. DE 7-1711 
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YEARS OF EXPERIENCE 

* available to you 365 days of the year 

In St. Louis, on the west bank of the Mississippi, is assembled one of the most 

outstanding professional art groups in the country. Our artists have over 365 years 
of combined art experience on national and regional accounts, in and for AAAA 

agencies, and for manufacturers of nationally distributed products. This group 
of talented people can handle effectively any phase of artwork from the initial 
visualization, top illustration through keylines and complete assembly. 

We will welcome a call or letter requesting a specific class or style of artwork, or a 
complete representation of the services, whether your art problem is large or small. 

Watch these pages for representative work of individual artists from the various 

groups within the studio. 

1006 OLIVE STREET e ST. LOUIS 1, MISSOURI 

GArfield 1-0932 
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to have your firm listed call Plaza 9-7722 

ART REPRESENTATIVE 

Renaldo C. Epworth 
If you can't find the right art—call us! 
49 W. 45 St., N.Y. C. 

Alan Redfield Associates 
A Complete and Dependable Art Service 
201 E. 56th St., N. Y. 22 MU 8-9464 

The Bettmann Archive 
Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 

JU 6-2190 

Joseph Wrobel 
Land & Seascapes, Wtr. Color, Temp. or Casein 
22 E. Bellevue Pl., Chicago 11, Ill. 

LAYOUT 

Will Dressler 
Layout, package design, pharmaceutical 
2324 Pine St., Phila. 3 LO 4-4437 

LETTERING 

Frank Kaz 
Comprehensive & finished lettering 
162 W. 54th St., N. Y. JU 2-1548 

Q Q Titles 
2000 Fonts of Hot Press Lettering Available. 
1243 6th Ave., N. Y. C. Cl 7-2126-7 

Alfred Henry Studio 
Speed * Accuracy * Dependability 
7 West 44th St., N. Y. C. MU 2-5679-5680 

David Workman Studio 
Studio or Location—Black & White or Color 
146 W. 47th St., N. Y. C. JU 6-2995 

Better Photo Service 
Quantity prints unsurpassed in quality 
165 W. 47 St., N. Y. C 

PHOTO SERVICES—B&W 

Modernage Photo Services 
319 East 44 Street, New York, N. Y. 
Prints for reproduction in grey-scales to meet 
exacting requirements of all printing processes 
@ Developing and printing for magazines and 

industry 
@ Copying of artwork 
@ Commercial photography; studio available by 

hour and day 
Call Ralph Baum 

Moss Photo Service Inc. 
Color postcards, color separations 
50,000 black & white glossies made daily 
Moss Building, 350 W. 50 St., NYC Plaza 7-3520 

PL 7-7153 

LExington 2-4052 

PHOTO SERVICES—COLOR 

Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 PL 7-7777 

Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 
10 E. 46th St., N. Y. 17 MU 7-2595 

RETOUCHING 
Davis * Ganes 
Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 
516 Sth Ave., N. Y. 1 

Max Jaikin 
Transparency Retouching, Color Assembly 

Murray Hill 7-6537 

58 W. 57th St., N. Y. 19 Cl 6-8712-3 

Tulio Martin Studios 
Transparencies 

58 W. 57th St., N. Y. 19 Cl 5-6489 

SALES PRESENTATIONS 

Wiener Studio 
Charts * Posters * Slides * Silk Screen 
12 East 37 St., N. Y. C. MU 6-0656 

Carlton Studios 
Charts, display cards, posters— 
Hand lettered, type set, silk screen 

131 W. 45th St., N.Y. C. JUdson 2-5180 

Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Ys 

Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 

12 E. 12th St., N. Y. 3 OR 5-7280 

Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 

STOCK PHOTOS 

Brown Brothers 
One of America's largest collections of stock 
photos and old time illustrations. 
220 W. 42 St., N. Y. C. 36 

Frederick Lewis 
Extensive Library of B&W Color Photos 
36 West 44th St., NYC 36 MU 2-7134 

John Staby 
Agricultural photos for advertising. Farm animals, 
poultry, crops, etc. Write, stating your needs. A 
selection will be submitted. 
122 W. Hazeltine Ave. Kenmore 17, N. Y. 

Underwood & Underwood News Photos 
3,000,000 photos on all subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 
our free listing. 
3 W. 46th St., N. Y. 36 

TYPOGRAPHY 

The Composing Room, Inc. 
Advertising Typographers 

130 W. 46 St., N. Y. 

BR 9-4742 

JUdson 2-3474 

JUdson 2-0100 

classified 

call Plaza 9-7722 

1 AM A ROLLEI CAMERA, clicking for a graphic 
idea man with the training of an ad man, mind of 
a journalist, and heart of an artist. His hands are 
skilled and sure, eyes keen and quick, his working 
viewpoint of a man who has lived half a lifetime 

and finds it very good. He will dig for facts, distil 
them for ideas, and write apt copy to space. To- 

gether we will do a good job of facts on film, 
camera narrative, text illustration, production pro- 

gress, if you will break us in to your requirements, 

assign us to your photographic team. Say yes, and 
your bet will start paying off right now. RMB, Box 
404 AD&SN, 43 E. 49 Si., NYC 17. 

ARTISTS ILLUSTRATORS FASHION & COMPS. Ar- 
tists wanted. Only topnotch illustrators. Interior. 
Fashions. Men and Women. Industrial and modern 

comps. Nationally known studio. Box 402, AD&SN, 
43 E. 49 St., NYC 17. 

ART STUDIO, medium sized, midtown NYC, well- 
known—desires merger with 1 or more studios— 
good plan will save and make more money im- 
mediately. Also interested in SALESMAN with 
accounts who wants to realize more for his effort 
as equal partner. Box 202, AD&SN, 43 E. 49 St., 
NYC 17. 

PHOTOGRAPHER-high caliber, desires position 
with topnotch studio. Excellent background, fash- 
ion and illustration. Call BUtterfield 8-4471 after 
7 PM, or write Box 403, AD&SN, 43 E. 49 St., 
NYC 17. 

SALESMAN WANTED. Small, busy, high-level 

studio wishes to expand. We offer an opportunity 

to a young salesman to encourage new business 

and expand with us. Salary plus commission. Box 

405, AD&SN, 43 E. 49 St., NYC. 

8-324 

TOPNOTCH REPRESENTATIVE wanted by 

nationally known Los Angeles photogra- 

pher. Must have best connections with 

the leading agencies and publications 

to assure assignments corresponding to 

the high standard of photographer's 

work. The right man may already rep- 

resent artists or New York photographers 

who do not conflict. Box 401, AD&SN, 

43 E. 49 St., NYC 17. 

125 WEST 45™ STREET Inc) 36, NY. 
COLUMBUS 5-6461-2 

HISTORICAL PRINTS 

ILLUSTRATION 

PHOTOGRAPHY 

DESIGNER 

PHOTO REPRODUCTION 

7 



CRAFTINT “66” JET BLACK 
DRAWING INK! 

You’ve never used an ink like this... and 

Craftint 66" is available in your first stroke with a pen or brush 
the % oz. “quill-in-stopper” 

and the 2 oz. sizes... also will prove it! Extra waterproof and black 

as midnight! It covers with a single 
.+.pint...and quart sizes. 

Also available in 17 won- ' stroke... and remains jet black. 

derful trensivscont colors! Made of the finest-ground colloidally- 
For pen or brush work... 

perfect Carbon Black... it also superior in the air- 

assures a smooth, even flow! 
lent transparent washes. tae 

All colors intermixable. : No settling! No sediment! It will 

not streak, discolor, or lighten 

with age! For Top Performance! 

Try It Today! 

“6 6" 

K Craftint 
THE CRAFTINT MANUFACTURING COMPANY 

DRAWI NG NEW YORK CLEVELAND CHICAGO 

eS Main Office: 1615 Collamer Ave., Cleveland 10, Ohio 
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THIS is the first issue of “PORTFOLIO” from our new building in 

fifty-sixth street ... it is a file-size “who's who", “what's what", 

for your permanent record of Chaite Studios' illustrators, 

photographers, designers, letterers, retouchers and 

production craftsmen ... we believe you'll find it helpful and 

informative ... if by any chance, your copy doesn't arrive in an early 

mail ... do write or phone, and we'll send it to you. 

alexander e. chaite studios, inc., 35 W. 56 Street, NYC, Plaza 7=3131 
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fogd furniture + genersi - glamour + historical home furnishings - humorous industrial - interiors 
a i men + product-still life sport story LETTERING — Comp. lettering - ifuminated 

lettering + photo, film, process RETOUCHING — art - carbros - color toning dye transfer fashion 
—— | Flaxichrome + industrial photo, b & w photos color products - renderings + transparencies 

PROTOGRAPHY — snimais - architectural babies aerial children - color experimental fashion 


